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New Showrooms Designed 
For One-Stop Shopping 


Trend-setting stores pictured and described, starting on page 33 
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NO. 1430 


POCKET 
DOOR 
FRAME 


EVOLUTIO 


UNIVERSAL— same set fits all applications! 
New universal header can be cut to fit any 
standard door opening in seconds with an 
ordinary hand saw. Slotted cutting points in 
header make it quick and easy, assure accu- 
racy. Wood nailing strip for door is also 
marked for cutting. 


Another Stebng Suit 
tenling Corporation RICHMOND, ILLINOIS 


WRITE FOR LITERATURE . S 











LESS WORK...GREATER STRENGTH 
New split jambs and studs have top mounting 
brackets, making it possible for you to nail 
them directly to rough header. This saves 
time and gives pocket greater rigidity. New 
pre-attached floor brackets assure precise, 
easy alignment of jambs. 


ONE FRAME FOR 
ALL DOORS 


2’0” to 3’0” wide 

6'6” to 6’8” high 

1%” to 1%” thick 
UP TO 100 POUNDS 


Simple to adjust even 
after trim is installed 


NEW NO. 755 MICRO-DISC HANGER 
—positively eliminates troublesome adjust- 
ments! Exclusive new disc adjustment en- 
ables you to plumb door with an ordinary 
screwdriver, even after trim is in place. Door 
may be hung in track easily after hangers 
are installed. 


COMPLETE PACKAGED SET NO. 1430 INCLUDES 


All steel universal header with. steel track e Two heavy gauge steel 
split jambs with wood nailing strips e Two heavy gauge stee/ 
split studs with wood nailing strips e One pair No. 755 hangers 
with Micro-Disc adjustment. Hangers have twin 1” wheels with 


oiled-for-life bearings e Nylon door guides e Rubber bumper. 


See our catalog in Sweet's Architectural & Light Construction Files 
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NOW! GEORGIA-PACIFIC IS FIRST TO 


PACKAGE 





PANELING, PATTERN, AND FINISH LUMBER 


G-P was first to give Redwood Bevel Siding holds even when loads are dumped! Cuts damage 
package protection! Now it does the same for loss, speeds inventory and customer service. 
other Redwood Uppers. Easy-to-handle packages open for one-piece 

Heavy-duty plasticized packaging keeps this removal. Wide range of sizes and lengths helps 
superb lumber mill-fresh—clean, unmarked, dry! move this new line fast! Call your local G-P dis- 
Packaging is flexible enough for long lumber, tributor, or write us today! 





Georgia-Pacific, Dept. ALBP-359, Equitable Bidg., Portiand, 
Oregon. Send information on Packaged Redwood Lumber. 


GRORGIA- PACE fies 


oe 


Address__ 
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EXTRA 


“HOME IMPROVEMENR 


SALES His 


for you with RELOKIT 


GIVES OLD DOORS A NEW LOOK 


MODERNIZES A DOOR IN MINUTES @ EASY 
TO INSTALL ® COVERS OLD BLEMISHES 


NEW QUICK TURNOVER, HIGH PROFIT ITEM for tapping the 
tremendous remodeling market. It’s the ILCO Relokit conversion 
set, designed for use on doors equipped with unsightly or worn- 


out mortise locks. Each set consists of a pair of attractive es- 
cutcheons, lock front reinforcing and finishing plates, a strike 
and all necessary screws. 


FOR INTERIOR OR EXTERIOR DOORS — Trim plates avail- 
able in two sizes: 10” x 314" for exterior doors; 744” x 3%" for 
interior doors. Available in bright Brass, dull bronze, bright 
chrome and dull chrome; also split finishes for bathrooms. 


BIG POTENTIAL — More than 30,000,000 homes are over 25 
years old — conservatively 300,000,000 doors that are potential 
Relokit installations. Related items — paint, brushes, cylindrical 
locksets increase the sale — and profits. 


EASY TO STALL 


ILCO RELOKIT is an ideal item for do-it-yourselfers. Merely 
remove the old lockset and bore for the new cylindrical lock. 
RELOKIT plates cover all old holes and blemishes. An ILCO 
QUICK BORING TOOL makes boring easy, quick and accurate. 


COMPLETE INSTRUCTIONS — 





FREE 
DISPLAY 
catches the eye and 


tells the story ats 


a glance — packs 
maximum sell into 
minimum space. 
Packaging is color- 
ful, attractive. 
Display and mount 
are yours FREE 
during limited in- 
troductory period. 
You pay only for 
the hardware. 


LP) Full details from your jobber or write direct to us. Stock up now 
and let ILCO RELOKIT increase your sales and profits. 


INDEPENDENT 


Fitchburg, Massachusetts 
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Hoffa Starts Drive to Organize Lumberyards 
Coast to coast report on labor and wage rates. 


Automatic Mixing System Steps Up Paint Sales 100% 
Color department with 5,000 shades is a winner for New 
Jersey lumberyard. 


New Showrooms for One-Stop Shopping 
James L. Lindenberger's design staff create tomorrow's 
lumberyards today. 


A.L. Model Store Becomes Reality for Small Town Dealer ... 
Missouri yard gets set to promote big-ticket packages and 
also increase pickup sales. 


Pace-Setter for Chain Expansion 
How merchandising idea grew into Diamond Gardner's 
big Concord, Calif., buying center for consumers and con- 
tractors. 


New Store ‘‘Answer to Competition”’ 
Long-Bell’s newest retail store in Oklahoma is aimed at 
consumer market. 


Store Combines Steel Frames with Lumber 
Warehouse and store built as integrated unit for Illinois 
line yard branch. 


Store for Cash and Carry Best-Sellers 
Limited lines, efficient customer flow in new Illinois cash 
yard. 


Talk Dollars and “‘Sense”’ 
Fifth in a series of editorials by Art Hood that point out 
methods to sell against cut-price competition. 





What’s Coming .. . 


New developments among 
the nation’s  multiple-unit 
lumber companies are docu- 
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man. Includes lineyard pro- 
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components; packaged sell- 


ing. 
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In the News... 


NEW GOLD SEAL for use on consumer 
products made from hardwood plywood 
has been created by Hardwood Plywood 
Institute. Mortimer Doyle (left, above), 
executive vice-president of the National 
Lumber Manufacturers Association and 
Donald H. Gott, general sales manager 
of Roddis Plywood Corp., Marshfield, 
Wis., display an enlargement of the new 
seal. The HPI dedicated a new $70,000 
headquarters building in Arlington, Va., 
last month. 


OUTSTANDING CARPENTRY AWARD 
was given to Causeway Lumber Co., 
Fort Lauderdale, Fla., for the redwood 
marquee inside Causeway's new show- 
room, above. Broward Builders Ex- 
change, Broward County chapters of AIA 
and Florida Engineering Society made 
the award. Four thousand square feet of 
clear heart vertical-grain redwood was 
used in the 1,500 individual pieces in a 
fan pattern. The pieces taper from 1” at 
center to 10” at outer edge. 


HINES 


ADVERTISING AWARD for outdoor sign 
above was given to Hines Lumber Co., 
Chicago, in contest sponsored by Out- 
door Advertising Association of America. 
Hines’ entries captured both first and 
second place in the design category, 
based on message impact, originality 
and artistic merit. 





from Coast to Coast 


CERTAIN-TEED 
INSULATION 


builds profit for you 


You'll like Certain-teed Insulation. 


The resilient glass fibers from which 

it is formed permit packaging batts and 
roll blankets at higher compression. 
Therefore, Certain-teed insulation 
requires less warehouse and trucking 
space. Result—lower overhead— 

more profit. 


& 
, laa! 
me . 


The Certain-teed Insulation line YJ aa 
includes batts, roll blankets ' haa 

and perimeter insulation, in a , \ 

variety of thicknesses, and 
pouring wool. This complete 
line insures your realizing 
maximum sales by providing 
an insulation to fit every 
building need—another 
reason why Certain-teed is 
your best bet for more profit. 


A Sandy Ridge 


Cerlain-teed 


BUILDING PRODUCTS 


Cortain-leed see Superior Products through Creative Research 
a8 


CERTAIN-TEED PRODUCTS CORPORATION ¢ Ardmore, Pennsylvania ¢ Plants and offices throughout the United States 
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PERSONAL VIEWPOINT 





Come on Spring 


This is one spring eagerly anticipated by the entire building mate- 
rials industry. Looking back, it was a rugged winter that frequently 
brought yard operations to a standstill on many bleak days. It snowed, 
snowed and snowed. 


But even as the snow fell, dealers, wholesalers and manufacturers 
planned optimistically for a spring with tremendous promise. There 
were many sound reasons for enthusiasm and confidence. 


Home building. Recovery really began last October, but was capped 
by the January builders convention at Chicago, where stepped-up starts 
talk was general. Anticipating better sales and easier financing, these 
builders then went home and began telling dealers of their more am- 
bitious plans. 


At the dealer level, the most significant development this spring 
regarding home building will be increased merchandising of compo- 
nents. This trend will be highlighted in our April 13 issue, which will 
describe lineyards promotional planning with emphasis on their activi- 
ties with components. Without fanfare, many leading lineyards started 
getting into house components late in 1958, with this spring as the 
target date for full-scale operations. You'll find, too, that lineyards are 
up to their necks in land development and builder financing. 


Remodeling. The April 27 issue will describe for the first time the 
swing to “Modernized Model Homes” sponsored by dealers and in- 
spired by leading consumer magazines. Features will describe how 
dealers are buying old homes, renovating them and then presenting 
them to the public with all the fanfare of a brand-new home. We be- 
lieve this promotion will be successful and that, without a doubt, it is 
a most significant merchandising development this spring. 


As one dealer commented: “The modernized model home is like 
adding 1,200 square feet to our showroom. We can show the newest 
products applied under the most favorable conditions . . . nothing like 
it before in my experience.” 


Next to house renovation this spring, the promotion of remodeled 
kitchens has become a top dealer item. There’s a tremendous rush to 
install model kitchens on the showroom floor to catch the prospect's 
eye. While display kitchens do take space, it should be noted that many 
allied products—floor tile, laminates, hardware and the like—can be 
integrated into a kitchen display. If a model kitchen is placed in the 
window, it’s always a good idea to merchandise the back with related 
products. 


Keep in mind, too, that a stripped wall fixture can be used to display 
the kitchen. Sears often does this in their smaller stores. Base cabinets 
merely slip into place and wall units can be suspended from hooks, if 
you have a perforated back panel. Use horizontal bar hardware, if 
the fixture has metal standards. 


Showroom improvements. This issue illustrates that there is no 
letup in swing to one-stop stores for building material retailing. Yet 
the new stores opening this spring are quite different than the “hard- 
ware stores” of a few years ago. Hardware is still adequately stocked 
and displayed, but building materials are finally getting the top spot 
they deserve. 

You will find in these stores Home Planning Centers and other 
devices keyed to big-ticket package selling, which insures better profits. 
A store is not really a one-stop selling center unless it promotes home 
building, remodeling and store items. 

















Aleoa’s new gutter and downspout system is the 
strongest ever offered! Extra-heavy construction 
with .032 gage metal makes it fully 20 per cent thick- 
er than any other ready-made metal system. Other 
unique features include alclad coating that defies 
corrosion, eliminates painting; exclusive riveting 
and sealing for fast, leakproof joints without solder- 
ing; simplified fittings, tolerances to 4%, in.; 16-ft 
lengths for faster installation; “free floating” design 
and hangers that eliminate joint strain, permitting 
expansion and contraction. 

Find out more about the profits you can make with 
this new convenience and better protection. Ask your 
distributor or local metal supply house for Alcoa® 
Gutters and Downspouts. Mail the coupon today for 
detailed information. 


Aluminum Company of America 
1884-C Alcoa Building 
Pittsburgh 19, Pa. 

Name 

Compar) 


Address 


City 














— 


High strength, precision made! You 
can even lean a ladder against 
Alcoa Gutters without damage. 


One-third fewer fittings are needed 
for the new, easier-to-install Alcoa 
system. 


New versatility suits any job—fascia 
apron and bar hangers for replace- 





























Vv... ew | 
; ALUAAINU AA 
Cotton Howe ETT 


For Exciting Drama Watch ‘‘Alcoa 
Theatre,"’ Alternate Mondays, 
NBC-TV, and “Alcoa Presents,” 
Every Tuesday, ABC-TV 








ment work, roof apron and strap 
hangers for new construction. 


Leakproof joints are assured by ap- 
plying new, field-tested Alcoa Gut- 
ter Seal to overlapping surfaces, 
then pop-riveting. 
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American Lumberman, March 30, 1959 


WICKES MOVING INTO ILLINOIS near Galesburg confirms that this cash-and- 
carry chain has ambitious plans for 1959. The Illinois location 
places them near Monmouth, the Quad Cities, Kewanee, Peoria, 
Canton, Macomb and others. 


Illinois dealers have scheduled a special meeting March 26 at 
Galesburg to discuss competition from the new C&S. A similar 
meeting sponsored by the National Building Material Distributors 
Association is scheduled for March 25 at Madison to cover entry 
of two new Wickes yards into Wisconsin. 


MORE CASH=-AND=-CARRY YARDS, plus generally competitive conditions, is swinging 
additional dealers each week into package selling of both homes and 
remodeling. In preparing material for a special lineyard report, 
to be published April 13, the editors of this magazine discovered 
most major chains making the shift to package selling. 


Strong evidence indicates that this will be the most significant 

trend affecting dealer operations during 1959. Not generally appreci- 
ated is the growing scope of this method of selling profitably. 

It's coming, because of competition . . . Ck&C's, dealers who do not 
know their costs and who work for nothing . . . direct selling by some 
jobbers and manufacturers. As one dealer told us, "my only fear is 
that conditions will improve and then we will abandon our successful 
efforts to control the sale." 


SEARS MAY BE TOPS in merchandising some products, but they have real 
troubles selling kitchens. In a recent check, we found them 
short of trained manpower nationally to sell the more elaborate 
kitchens demanded by the public today. They can swing cabinets, 
appliances, etc., as sale items, but wrapping up the job is getting 
to be too much for them in many major areas where volume lies. 


Noting their success with 98¢ and $1.98 scramble tables on mis- 
cellaneous hardware items, Sears is now trying a 44¢ table with 
indifferent results. At this price, the assortment is far from 
interesting . .. degenerates to paint scrapers, cheap paint brushes, 
C-clamps, sandpaper assortments and the like. Incidentally, there 
are special jobbers offering dealers assortments for 98¢ and $1.98 


scramble tables. 

HINES LUMBER IS MAKING NEWS regularly these days. They have announced a 
full-scale operation for making house trusses and are also running 
a big glazing operation, since the unions agreed to a consent decree 
on pre-glazing windows. 


Hines mills are ready to market a new siding with a face of 

hardboard laminated to a veneer and with a back of lumber. Also, 

they have a new item made from waste, which will be offered in big board 
sizes reminiscent of prime lumber in the 1900's. 


PRICE-CUTTING ON INDUSTRIAL ACCOUNTS is plaguing St. Louis. Dealer after 
dealer tells American Lumberman he is losing money on industrial, 
which usually is heralded as laden with profits. 


One industrial-type yard owner said: "I lost $25,000 last year. 
There's a price-cutting fever among dealers here, which is running 
us ragged." Another dealer said: "It's never been rougher." 
Retailers with homeowner trade or prefabing in the area are better 
off, despite continued unemployment in the area. 

CREDIT AS A SELLING TOOL was reported in American Lumberman for February 16 
and many dealers requested reprints for their employes. More cover- 
age on credit is planned, especially on the growing practice of 
charging interest on accounts receivable after 60 to 90 days. 
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He made a profit 
on his cement sales 
—but he could 

have made more! 


His profit would have been greater if 
he had sold American Welded Wire 
Fabric with his cement orders. His cus- 
tomers would have been more satisfied, 
too—American Welded Wire Fabric 
adds 30% to the strength of slab con- 
crete, but only 10% to the cost! Con- 
tractors, builders, and architects will 
want reinforcement. You can supply 
it—and at a smart profit. 

We'll help you. American Steel & 
Wire is carrying on a nationwide adver- 
tising campaign to promote the sale of 





American Welded Wire Fabric to home 
owners, building contractors, and archi- 
tects. You can benefit from this 
campaign by ordering our free merchan- 
dising kit and promoting the sale of 
American Welded Wire Fabric among 
your customers. This kit contains ad 
mats, brochures, and direct mail pieces 
to help you sell this high-quality rein- 
forcement ... to help you make the 
bonus profit on every concrete order. 
Send the coupon today. 


USS and American are registered trademarks 


(iss) American Welded Wire Fabric 


American Steel & Wire 
Dept. 901, 614 Superior Ave., N.W. 
Cleveland 13, Ohio 


Rush me a merchandising kit, today, that will help me make 
extra sales and extra profits on American Welded Wire Fabric. 


NAME 
FIRM _ PES Fett ates 
ADDRESS____ 








American Steel & Wire 
Division of 


United States Steel 


Columbia-Geneva Steel, San Francisco, Pacific Coast Distributors « Tennessee Coal & tron, Fairfield, Ala., Southern Distributors 
United States Steel Export Company, Distributors Abroad 
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peste wlar Louver 

rs. Most commonly 
installed on gables. Available 
in flush or self-casing designs for 
use with any type of construction, 
insect screen. Available in sizes 
from 8” x 8” to 24” x 30”. Gal- 
vanized steel or aluminum. 


Roof Louver Ventilators. Installed 
on roofs of any pitch. Removable 
cap, an exclusive Milcor feature, 
simplifies aligning of roof open- 
ing and base collar. insect screen. 
Free area, 50 square inches. Gal- 


x f i % 
Under-Eaves Louver Ventilators. instalied wanined ateel ar siminun, 


on the under-side of over-hanging eaves. 
Finned louvers deflect rain and snow, 
without Remeaing air circulation. Three 
sizes: 4” x 16”, 6” x 16” ‘ted x 16”. Gal- 


Soe Broad line of 
Profit-makers! 


Milcor Louver Ventilators 
of steel and aluminum 


Foundation Grilles. Provide ventilation for 
craw! spaces or windowless basements. Fit 


opening the size of one concrete block. 3 y 
Adjustable type with shutter or non-closing 
type for mild climates. 8&mesh screen. Now Milcor has a complete line of 


Galvanized steel, sheet aluminum or cast ventilators to meet every job requirement 


aluminum. 


— stationary rectangular louvers, 
under-eaves louvers, triangular louvers, 
foundation grilles, and roof louvers. 


Milcor Louver Ventilators build 
good will for you — the Inland name 
stands behind the quality of each 
product. Write for price list today. 


Free area capacity certified 
by Metal Ventilator Institute 


Making good products better 
through constant improvement 


ILCO 


INLAND STEEL PRODUCTS COMPANY 

DEPT. C, 4029 WEST BURNHAM STREET © MILWAUKEE 1, WISCONSIN ¢ ATLANTA ¢ BALTIMORE 

@ BUFFALO © CHICAGO ¢ CINCINNATI CLEVELAND e DALLAS * DENVER ¢ DETROIT © KANSAS CITY 
family @ LOS ANGELES © MILWAUKEE ® MINNEAPOLIS ¢ NEW ORLEANS e NEW YORK ® ST. LOUIS. CP-16AR 


® 
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MEN /n the news 








SAFE-BOND" | 
CONTACT CEMENT | 


Oertell 1 ae SAFE- BON D* 


Georgian To Head 1959 Get SAFE-BOND®* the versatile Contact Cement 


NRLDA Exposition where you get FORMICA 


*Trade Mark leminated Plostic FS-101 


Oertell Collins of Savannah, Ga., 
has been appointed general chairman 
of the 6th annual National Retail Lum- 


ber Dealers Exposition, November 
14-17 in Cleveland. Circle No. 446 on Handy Cover Card 





Collins, president of Forest City 
Lumber Co., Savannah, is a former 
member of the NRLDA executive 
committee and served in 1957 and 
1958 as attendance chairman of the 
Exposition. 

He has been active in the building 
materials industry for three decades 
and has held a number of local, 
state and national posts in industry 
associations. He is State Deputy 
Snark for Georgia, one of the highest b 
state offices of the International Con- , 
catenated Order of Hoo-Hoo, lum- : 
bermen’s fraternity. ADA ub) ‘ R | I 

Working with Collins on the Ex- Pathe PY 
position committee are William H. : Ke 
Stine, Stine Lumber Co., Bryan, Ohio; + Bie | 
program chairman; Robert J. Mc- WARE Ws .. SOURCE 
Cutchan, Metzger Lumber a 0., Leb- | ~=s for FOUR Complete Lines 
anon, Ind., attendance chairman; 1 
W. B. Oldham, Oldham Lumber Co., Now all these fine old familiar lines 
Dallas, Tex., financial chairman. are under one roof, at one address. 

Other committee members are Send os Reesive roa hag 
Frank M. Hankins, Jr., H. H. Hankins + Rszoey Bime Ml on Poy 
& Bro., Bridgeton, N. J.; George H. CASE. . dues 1688: ad 
Ballinger, Independent Lumber Co., ¢ 
Cleveland; Frank Heard, Motroni- 
Heard Lumber Co., Woodland, Calif.; 
Thomas J. Fox, Fisher Lumber Co., 
Santa Monica, Calif.; Charles E. 
Benson, executive vice-president of the 
Ohio Association of Retail Lumber 
Dealers and Martin C. Dwyer, NRLDA 
Exposition director. 





Ruberoid Promotes O'Leary ; scaere ; 
E. J. O'Leary, president and chie SanGn Puoas YOUR JOnEER 
See slesend, chalemen OF toe. Cart. PADLOCK AND HARDWARE COMPANY ® LANCASTER, PENNA. 
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Fast-Selling Master of Nuts & Bolts 


wo RIBgID 
Hex Wrench 


Wide-open fast-action multi-sided grip 
on every hex, square and flathead! 


Quick adjustment—stays to size . . . this new 
Hex Wrench goes on easily, won’t slip off— 
harder you pull, the tighter it grips . . . no 
more skinned knuckles or rounded nut shoul- 
ders! Narrow jaw for close quarters. Famous 
RIGAID heavy-duty design, guaranteed 
housing, comfort-grip handle. Three sizes 
for %"’ to 2” nuts. The better tool your 
customers have long been wanting ...Show 
it and you sell it fast — order new RIFAID 
Hex Wrenches from your Wholesaler today! 


“Got the RiZaID 
name on it?... 
Okay, Ill be right 

in for a couple!” 


The Ridge Tool Company Elyria, Ohio, U.S.A. 


THREADED PIPE... St’s Tight... It’s Best... Costs Less? 
Circle No. 449 on Handy Cover Card 


Hottest Item in the Store 

Kason wall standards for decorative shelves are the fast- 
est-selling line in the hardware store of Meadowbrook 
Lumber Co., Bellmore, N.Y., says hardware manager Vin- 
cent Savio, pictured above with his Kason display. 

“This adjustable hardware is the most flexible way of 
making a shelf. It can be used in any room in the house,” 
said Savio. Meadowbrook sells several hundred dollars worth 
of the standards each month. 

(Kason Hardware Corp., Dept. AL, 71 Wallabout St., 
Brooklyn 11, N.Y.) 


Makes Women Stop and Buy 

“Here’s something you can’t beat as an impulse item for 
housewives,” said John Sukey of Jackson Lumber Co., Den- 
ville, N. J. He speaks of Con-Tact, a washable self-adhesive 
plastic seen in the Jackson display above. 

“We sell thousands of yards a year,” Sukey said, “and it 
earns a good 60% markup. It can be used to give a brand 
new look to everything.” 

(Cohn-Hall-Marx Co., Dept. AL, 40 W. 40th St., New 
York City 18.) 
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the PLAIN FACTS on the 
_tool rental business today 





AMERICAN FLoor 





TELLS ALL! 








You and every real live salesman in your store will want 
a copy of this unique book. A book that not only gives 
you the lowdown on tool rentals but also shows and tells 
you how to sell more of whatever it is you are now stock- 
ing, be it tools, wallpaper, lumber, dishpans or alarm 
clocks. Leading sales and merchandising men show and 
tell you how to get people to buy now. 

Ken Kramer, managing editor of Business Week, who 
wrote the foreword to this stimulating handbook, des- 
cribes it‘‘...as a kind of post-graduate course in selling, 
keyed to the times for today’s modern merchant . . . read 
carefully ... your reading time will be well repaid.” 


You will find immediate, concise answers to your 
questions: 

1. Which rental tools earn the most profit? 

1. How do you promote rental tools? 

3. Are there booklets available telling my customers 

how to use these tools? 

Dozens of other pertinent questions are answered in 
simple, easy to understand language. Do not delay. Send 
a note or a postcard today—simply write the words 
“$1,000 book.”’ Your free copy will immediately be sent 
to you without obligation. 


profit proved rental tools, equipment, supplies 


Floor polishers e Rug 


i fl s 
Tilt ond lever type floor sanders ¢ Edgers shampooers e Concrete grinders 


MERICAN- 


Abrasive poper e Floor 
Finishes e Rug shampoo 


MERICAN | 


FLOOR MACHINE CO. | 


Vacuums e Wallpaper steamers @ 
Wall washers e Tile removers 


DIVISION: 


INCOLN CORPORATION | 


FIRST IN FLOOR MACHINES 
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SALES AND SERVICE IN OVER 40 PRINCIPAL CITIES 


TOLEDO 3, OHIO 
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Exclusive nationwide staff report 


Hoffa Starts Drive to Organize 
Lumberyards; Wage Rates Go Up 


Unorganized yards feel increasing pressure. Wages and 
fringe benefits send dealer's overhead spiraling. 


James R. Hoffa, controversial pres- 
ident of the Teamsters Union, has 
announced plans to organize 3,000 
lumberyard employes in Broward and 
Dade counties, Florida. 

“We'll keep at it until we get the 
job done,” asserted Hoffa, announc- 
ing that union membership will be 
sought among all yardmen outside 
the carpenter’s union. 

Wholesale yards will be the first 
target for the teamsters in Florida 
with retail yards following. Hoffa said 
that contracts with employers of re- 
tail yards will be sought on the basis 
of a demand for recognition as bar- 
gaining agent rather than through 
National Labor Relations Board elec- 
tions to decide whether or not the 
union represents employes. 

A strong organizational drive 
against lumberyards appears to be on 
the agenda of many locals through- 
out the country. American Lumber- 


man reporters discovered union activity 
in areas heretofore considered “safe” 
by employers. 

In Dallas, lumberyards are not or- 
ganized, but a Teamsters spokesman 
said that “something is underway” in 
that direction, although he declined to 
elaborate. The Teamsters had a one- 
year contract with McAtee, Inc., a 
hard materials firm, but the contract 
was not renewed when it expired last 
May. Since then, the firm has been 
picketed. 

W. L. Piland, business agent of 
Teamsters Local 745, said the strike 
involving 35 employes has been “very 
successful.” Drivers, warehousemen, 
stockmen and others are effected. 

Omaha yards are resisting union 
efforts to organize them, although 
one yard is completely organized and 
a second is currently negotiating a con- 
tract with the Teamsters Union. Re- 
cently two yards won decisive victories 





Teco Plywood Mark Approved by FHA; 
New MPS Effective on July 1 


Plywood grade-stamped with Tim- 
ber Engineering Co. “Teco-Tested” 
copyrighted mark, shown at right, is 
acceptable for the various types of 
plywood defined in Section 706-6.3 
of the new Minimum Property Stand- 
ards of the Federal Housing Admin- 
istration. 

This is in addition to the previously 
accepted DFPA stamp. 

Producers’ name and brand may 
be placed outside the oval of the 
Teco symbol. The abbreviations INT, 
INT-STRUC and EXT are used to 
identify Interior, Structural Interior 
and Exterior type. 

Unmarked plywood is assumed by 
FHA to be nonstructural interior 
type suitable only for nonstructural 
interior wall or ceiling finish, accord- 
ing to C. B. Sweet, FHA deputy 
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commission. 

In a directive to field offices, Sweet 
also announced that the entire new 
MPS will go into effect July 1. 

From April 1 to June 30, either 
the old MPR or the new MPS may 
be used, providing either is used in 
its entirety. Use of part of the MPR 
with part of the MPS is not accept- 
able. 


in National Labor Relations Board 
elections. 

Reserve Supply Co., Mineola, L. I., 
N. Y., was recently granted an in- 
junction forbidding unauthorized 
picketing, which had hampered their 
business. Some of the Reserve work- 
ers are union, some non-union. 

Unions are very active in yards in 
the New York metropolitan area, ac- 
cording to Whitney Harris, secretary- 
manager of the New York Lumber 
Trade Association, Inc., which bar- 
gains as a unit for these yards. Pres- 
sure tactics are sometimes used, Harris 
said, to force a non-union yard into 
line. 

For example, the union will picket 
a lumberyard or business establish- 
ment regardless of its connection with 
union involved or its dispute with em- 
ployer. Carried to the extreme, these 
tactics can literally force a yard out of 
business. 

Greater New York scale. Truck 
drivers receive $2.46 per hour for 
regular drivers; $2.58 for drivers of 
three-axle and over vehicles; yard- 
men or lumber handlers, $2 an hour. 
Fringe benefits include 11 paid holi- 
days and up to two-week vacations. 
Welfare benefits total 9% on the gross 
payroll. Negotiations for a two-year 
contract renewal start about May 1. 

Texas situation. Houston has a 
large labor pool of Negro and Spanish- 
speaking people, a low wage scale 
and an absence of lumberyard un- 
ionization. Wages currently run about 





Do You Have Labor Problem? 


Write for a free reprint, “Solv- 
ing Your Labor Relations Prob- 
lem.” Prepared: by H. Wayne Loer, 
a labor relations consultant for 
lumberyards, it tells some of the 
basic things you should know about 
the employe thinking and union 
activity you are likely to encounter. 
Must reading whether your yard is 
organized or not. Write to the Edi- 
tors, American Lumberman, 59 E. 
Monroe, Chicago 3, Ill. 
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$1 an hour for yardmen and $1.10 
and $1.15 for truck drivers and help- 
ers. 

Yards in the Lubbock area are not 
organized either, but management of- 
fers special inducements to keep em- 
ployes happy. 

“We have an incentive plan,” ex- 
plained Mark Hailey, vice-president, 
Forrest Lumber Co., Lubbock. “As 
well as sharing in the profits, we 
have just installed a pension plan 
whereby employes may retire at 65. 
The company puts in 15% of what 
the employe makes at no cost to 
him.” 

In addition, Forrest Lumber pro- 

vides free medical and surgical insur- 
ance and a $9,000 life insurance pol- 
icy. 
Another Lubbock yard, Cicero 
Smith, has started to offer special 
inducements to “key people in a pro- 
duction capacity,” according to Cy 
Brown. 

“We pay our drivers and yardmen 
$300 monthly for an 8% hour day, 
5% days a week, regardless of wheth- 
er there’s anything for them to do,” 
said Brown. “We occasionally lose 
men to other businesses, but they 
come back real soon.” 

The manager of an Alta Loma 
yard, near the Gulf Coast oil refin- 
eries, said he pays $1.10 for yard- 
men. Payment of a substantial year- 
end bonus helps keep good workers. 

Midwest union hotbed. Over 135 
yards in Cook County, Ill. negotiate 
through the Lumber Trade Associa- 
tion on contracts with the Teamsters, 
Hod Carriers and Carpenters. The 
Teamsters (truck drivers) and Hod 
Carriers (yardmen) are working under 
a three-year contract and the Car- 
penters on a two-year schedule. 

The current scale for drivers is 
$2.48 per hour with increases of 7¢ 
each for the second and third year 
of the contract; the scale for fore- 
men, graders and tallymen is $2.30 
to $2.40, also with 7¢ step increases; 
apprentice tallymen and common 
laborers are getting $1.72 to $2.02 
with the same increase provisions. 
The scale for carpenters runs 2.35 
to $2.45 with 10¢ hourly increases 
each year. A_ cost-of-living adjust- 
ment clause is written into the con- 
tract. 

About 15 yards in the Terre Haute, 
Ind. area are under a three-year con- 
tract with the Teamsters, which pro- 
vides a wage rate of $2.05 per hour 
for drivers and yardmen and $2.15 
for foremen. A 5¢ per hour increase 
becomes effective April 1. Fringe 
benefits include seven paid holidays, 
paid vacations and $2.25 per week 
per employe welfare fund benefits. 

The St. Joseph (Ind.) County Build- 
ing Supply Dealers Association also 
has a three-year union contract. Driv- 
ers, graders and checkers will get 
$2.21 to $2.41 per hour under step 
increases; yard labor, helpers and 
warehousemen get $2.11 to $2.31 
over a three-year period. Health and 
welfare fund payments run $2.25 per 





Gladbrook Lumber Co. 


‘Wim. Bteware, Migr. Vist 2188, Chadbroede 


Farmers Lumber C 


Farmers Lumber Compony 

Moeller & Walter Lbr. Co. 

Harald Heeppner, Mgr Din sdate, blown 
Townsend-Merrill Co. 


B P, Jepsen, Mer. Dilal 6.2288, Dysart 


Farmers Lumber Company 


Merie Garton, Mer. Dini $2640. Brace 


_diger Lumber Company 


Vhome 5-2220, Treer 


Gethmann Con, & Mat. Co. 


Wilbur Levens. Mer Tad #2923. Cladbronk 


Farmers Cooperative Co. 


Jack Gebers, May. Linwate, howe 


Voorhies Lumber Co. 


Rey Jacwbeen, Marr. Phone Hedman &- 310 


Garwin Lumber Company 


Phit Atdrech, Mer Hhose 22, Garwin 
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Dealers Take Page Ad to Fight Prefabs 


of $2,546 for precut material to en- 
close a certain house; the local lum- 
ber dealer provided the same lumber 


Eleven Tama County, lowa lum- 
ber dealers took a full-page ad in the 
Traer Star-Clipper to fight prefabers, 
who are sending salesmen into their 
area. Their message points out that 
a local couple received a quotation 


week for each employe and will go 
to $2.50 in November of this year. 
The pension fund contribution is now 
$3 per week and will go to $4 in 
November, 1960. 

The contract also provides a slid- 
ing wage scale for inexperienced help 
over the first two 30-day periods of 
their employment. Vacation benefits 
run from one to three weeks. 

Seattle well-organized. Under a 
three-year contract, truck drivers and 
helpers in the Seattle yards will re- 
ceive two wage increases this year 
on April 1 and October 1. 

Present scale for drivers of trucks 
under 20,000 Ibs. gross weight is $99 
per week; over 20,000 Ibs., $101; 
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and competent carpentry for only 
$2,408 with advice and assistance on 
the job. 


six-wheel double axle semi-truck and 
trailers, $103. 

On April 1, the scale goes to $102, 
$104 and $106 for these same cate- 
gories. And on October 1, it rises to 
$105, $107 and $109. The present 
scale of helpers is $96. They will get 
$99 starting April 1 and $102 start- 
ing October |. 

Yardmen are members of the Lum- 
ber and Sawmill Workers Union. 
Here the salary ranges from $2.05 
to $3.80 per hour, depending on the 
ability of the individual and_ the 
amount of skill required. The union 
has a continuous contract which can 
be opened on a 60-day notice. Union 
officials say there is a good chance 
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this contract will be opened for a 
wage increase. They claim they have 
lost quite a few members because 
there has been no wage increase for 
he past two years. The last increase 
was for 714 ¢ per hour. 

Detroit situation. Yards in the De- 
troit area deal with two unions, the 
Teamsters and the Carpenters. Con- 
tracts for both groups have three 
years to go. The Teamsters are work- 
ing on the last half of a_ six-year 
contract. 

The contract for Teamsters range 
from $2.28 up through $2.33, $2.38 
and $2.43 an hour, depending on the 
type of truck driven. Scale for yard- 
men and helpers is $2.08. 

In addition, $2.50 per week is set 
aside for health and welfare funds 
and $2 for pensions. The pension 
benefit will go up $1 per year for 
the remaining years of the contract. 
A 7¢ improvement factor is set up for 
each category as of May 1 and for 
each of the remaining years of the 
contract. 

Rates for millmen are in_ three 
groups. Top scale is $2.46, then $2.39 
and $2.30. Three percent is set aside 
for pensions and 10¢ per hour for 
health and welfare. All of these rates 
are subject to a 7¢ per hour annual 
improvement factor for the remain- 
der of the contract. 

Southern wages low. Traditionally 
a non-union and low-wage area, lum- 
beryards in the south have tried to 
keep their employes by providing 
pleasant working conditions. As one 
lumber dealer explained it: 

“We treat the workers fairly and 
try to give them 40 hours of work 
a week the year-round. That steady 
income is the biggest incentive. If it 
rains, we stack lumber or do some 
other work inside, instead of laying 
them off.” 

One of the few organized yards in 
Atlanta pays truck drivers $1.15 an 
hour, helpers $1.05, yardmen $1.10 
for a 40-hour week. Time and a half 
is paid for overtime. A non-union 
Atlanta yard pays driver $1 an hour 
with time and a half for overtime be- 
yond 40 hours. 

“I do offer one incentive,” ex- 
plained the owner of the non-union 
yard. “My men get straight time, 
even if it rains. Also, regular work- 
ers get five paid holidays a year and 
a bonus after a year on the job. That 
helps loyalty.” 

Almost all the yards in Memphis 
are non-union and a large percentage 
of the trucks are driven by Negroes. 
Drivers are paid $1 an hour and $1.- 
50 for overtime beyond 40 hours. 
Most drivers and yardmen, who re- 
ceive the same pay, average $60 to 
$70 a week. 

Teamsters in three unionized Mem- 
phis yards receive $1.15% an hour, 
plus overtime; helpers and yardmen 
receive $1.10% an hour plus over- 
time. 

Although no retail lumberyards in 
the Greater Miami area are union- 
ized, the Teamsters Union as already 
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indicated, has its guns trained on this 
section. One large Miami yard is 
currently paying truck drivers $1.25 
to $1.40 an hour; helpers, $1.10 to 
$1.25; yardmen, $1 to $1.25. Time 
and a half is paid for over 40 hours. 
Another firm pays drivers $1.65, has 
no helpers on its trucks. 

A large Fort Lauderdale yard pays 
its drivers $1.25 an hour, helpers 
$1.15, yardmen $100 a week based 
on 44 hours. 

In the large Miami yard mentioned 
above, employes receive 242¢ per 
hour increase after five years. A one- 
week vacation is offered after a 
year’s employment, two weeks after 
two years, three years after 20 years. 
A profit-sharing program is based on 
employe’s length of service. 

No union yards were found in New 
Orleans. Dealers have heard rumors 
of organization plans from time to 
time, but nothing has materialized. 
They reported excellent personal re- 
lationships. 

One dealer said he paid truck driv- 
ers $1.30 and helpers $1.10; another 
$1.30 to $1.70. 

“Most of our drivers have been 
with us for a long time,” explained 
one dealer. “I attribute it to the fact 
that we give plenty of holidays, full 
pay for sicknesses lasting weeks and 
time off when they have urgent per- 
sonal business. 

“There are no specialists in our 
shop. Our drivers help load while our 
bookkeeper knows how to take orders 
when no one else is around. Every- 
body pitches in to help anyone who’s 
loaded down.” 

Philadelphia contract. Three un- 
ions negotiate with lumberyards in 
the Philadelphia area. The prevailing 
two-year contract expires April 30. 
Journeymen, millmen and_ cabinet 
makers are covered by the carpen- 


ter’s union. The prevailing scale is 
$2.65 an hour. 

The laborers have a_ three-year 
contract expiring April 30, 1960. The 
rate for unskilled labor is $1.9612; 
shippers, graders, counters and check- 
ers $2.11. The scale for the Team- 
sters is $2.45 for city drivers; $2.50 
for carrier drivers, fork lift operators 
or operators of similar equipment; 
$2.09% for checkers and counters 
and $1.95 for yardmen. Road driv- 
ers beyond the 40-mile limit can re- 
ceive as high as $2.76. 

Not all the yards in the Philadel- 
phia-New Jersey area are unionized, 
but the union minimum in pay and 
hours prevails in most cases. 

San Francisco-Los Angeles. Lum- 
beryards in this area negotiate as a 
unit, although not through their as- 
sociations. Truck drivers and helpers 
work a standard 35-40 hours week 
and are paid a union scale of $2.42 
an hour. Lift truck drivers receive 
20¢-20¢ above the driver scale. 

Current contracts are for three 
years with escalator clauses, which 
call for set increases during each of 
the three years without a formal re- 
opening of negotiations. The union 
agreement runs through 1959 and 
provided for a five-day week, Mon- 
day through Friday, with a minimum 
of a day’s pay for any work outside 
this period. 

A lumber clerk receives $2.56 an 
hour or $20.52 a day; the lumber 
handler’s scale is $2.40 an hour or 
$19.20 a day; the mill helper’s scale 
is $2.19% an hour or $17.56 per 
day. The truck driver’s scale is $20.- 
80 per day, carrier driver $21.80 and 
fork lift operator $21.80. After five 
years, all are entitled to three weeks 
paid vacation or 15 working days, 
plus six days sick leave per year. In 

(continued on page 20) 


Answer to Fire Insurance Questions 


A 32-page man- 
ual on fire insur- 
ance for the retail 
lumber and build- 
ing products deal- 
er has been pre- 
pared by Leonard 
W. Larson, man- 
ager of the Lum- 
er Insurance de- 
partment of Lum- 
bermen Mutual Casualty Co. 

It is probably the only insurance 
guide prepared exclusively for this in- 
dustry, Larson said. The booklet is 
now a part of Art Hood’s Management 
Workshops for retail lumber dealers. 


Some of the topics in the booklet are: 


* How to determine the correct 
amount of fire insurance on your yard, 
equipment and buildings. 


Leonard W. Larson 


* What to do in case of a serious loss. 


* How much automotive liability in- 
surance you should carry. 


¢ What to do about your insurance 
policies that have expired. 


¢ Whether your compensation insur- 
ance will cover an employe hired in 
another state. 


* How to determine whether your in- 
surance agent is giving you the service 
which you require and to which you 
are entitled. 

The booklet includes a checklist for 
each coverage which should be re- 
viewed annually. 

For a free copy of “A Guide to Ade- 
quate Insurance Protection for the 
Modern Retail Lumber and Building 
Products Merchant” write L. W. Lar- 
son, Lumbermens Mutual Casualty Co.., 
4750 N. Sheridan Rd., Chicago 40, Ill. 
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DOES QUALITY REALLY 


Some people automatically associate quality with higher cost. Lhey accept without 


question the theory that if the quality is better, the cost is much higher. 


concentration on a single but 


Weiser ofters the most 


Such 1s not the case with Weiser Locks. Due to the 


best product, and as the result of continuing efficiencies, 


quality in residential locks at prices just above the lowest. Weiser is the one-line 


answer to a dealer's residential lock needs. 


Why be satisfied with less than top qualuy ? 








UNIONS 


(begins on page 16) 





additon, there is a health and welfare 
plan and a pension plan, 50% of the 
cost being carried by the employer. 

The present contract for unionized 
employes in the Los Angeles yards 
expires on June 30th. Drivers of 
trucks under 26,000 Ibs. capacity re- 
ceive $2.30 per hour; 26,000—S2,- 
000 Ibs. capacity $2.47; over 52,- 
000 Ibs. and trailer, $2.64. Yard trac- 
tor drivers get $2.26, shipping clerks 
$2.38, lift truck operators $2.55, 
woodworkers $2.65, yardmen = and 
helpers $2.24. 

Ohio scales. Both union and non- 
union yards operate in Cincinnati. 
Union scale for truck drivers of 1'2- 
ton and under vehicles is $2.45 per 
hour; for larger units $2.55. Both re- 
ceive an additional $2.55 per week in 
health and welfare benefits. The con- 
tract expires July 8. 

In non-union yards, the scale varies 
from $2.35 to $2.50. Yardmen re- 
ceive approximately $1.30 per hour. 

Most of the Akron yards are or- 
ganized. Two owners said their scale 
of union or above had _ successfully 
thwarted union efforts to organize 
them. Union truck drivers get $2.45 
per hour for 40 hours. Top scale for 
utility men and lumber handlers is 
$2.12. Chief carpenters and fore- 


men make $2.67/2 and hour, journey- 
men carpenters $2.55 an hour. 

Boston unionized. A high percent- 
age of the yards in the Boston area 
are unionized. The three-year con- 
tract will run until May 1, 1961. It 
now provides $1.93 for drivers, $1.- 
98 for tallymen and $1.88 for help 
ers. These wages will go up 7¢ on 
May 1. Some yards which are not 
unionized pay above the union scale. 

Other areas. In Salt Lake City, 
only three yards are organized. Driv- 
ers and yardmen receive $1.80 to 
$1.95. A new contract will be nego- 
tiated shortly. 

Denver is not strongly organized. 
Current driver scale is $1.88; car- 
penters in millworking shops get $2.- 
31. Unorganized yardmen get $1.15 
per hour. The two-year union con- 
tract will expire June 1. 

Minneapolis and St. Paul yards are 
well organized. Their three-year con- 
tract runs through May 31, 1961. 
Truck drivers, lumber graders and 
scalers receive $2.33 for a 40-hour 
week, yardmen get $2.23. 

In Omaha, a survey just completed 
of 12 local lumber firms by the Mid- 
west Employers Council revealed that 
eight firms paid overtime, four did not. 
Their drivers averaged 47'2 hours a 
week; four had a modest bonus pro- 
gram, eight had none; nine of the firms 
paid an average of six holidays a year; 
three paid for no holidays. 


Politics Draws Fire of Armstrong Cork; 


Missouri Lumberman Loses an Election 


Politics and political issues bobbed 
up within the building materials in- 
dustry early this month. 

In a letter sent to stockholders, 
C. J. Backstrand, president of Arm- 
strong Cork Co., urged businessmen 
to take action on the problems of 
legislation to curb corrupt labor prac- 
tices and balance the federal budget. 

“The public has been deeply 
shocked by the McClellan Commit- 
tee disclosures of labor corruption 
and racketeering and angered by the 
fact that many thousands of union 
members have been intimidated, co- 
erced and disnfranchised in the con- 
duct of union affairs,” Backstrand 
said. “We believe that corrective 
measures are long overdue.” 

He pointed out that the Kennedy- 
Ervin Bill, recently introduced to the 
Senate, is inadequate because it goes 
only part way in correcting abuses 
and would increase the power of 
union leaders. He urged that stock- 
holders support instead the McClel- 
lan Bill in the Senate and the Barden 
Bill in the House. 

He said that the problem of a bal- 
anced federal budget is of great im- 
portance to every citizen and business 
enterprise in order to curb inflation. 

“The task for us is to keep in- 
formed about major spending bills as 
they are introduced and to let our 
representatives know how we feel 
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about them specifically,” he said. He 
urged the stockholders to present 
views to friends and newspapers as 
well as Senators and Congressmen. 

Election lost. In Kansas City, lum- 
ber dealer William R. McKee felt 
that simply writing letters to Con- 
gressmen was not enough. He chose to 
get 100% into politics. He filed and 
campaigned for a vacant Congres- 
sional seat which was voted upon this 
month. 

A strong effort was made to rally 


Kansas City businessmen into active 
campaigning for Republican McKee, 
but he was roundly defeated by Jack- 
son County Court Judge William J. 
Randall, a veteran politician who 
polled some 28,000 votes. 

Forceful support on the part of 
businessmen did not materialize. 

“We certainly heard talk of great- 
er participation by business in ward 
level politics but, with a few excep- 
tions, | saw no evidence of it here,” 
McKee told a newspaper reporter. 

Only 30 men showed up at one 
meeting where businessmen were 
summoned to support McKee’s cam- 
paign; one hundred were expected. 

One Republican said: “The trouble 
with businessmen is that they all want 
to be boss. We have plenty of chiefs, 
but not enough Indians.” 


Seal of Approval Planned 
For Combination Doors 


Members of the Home Improve- 
ment Products Association have 
formed a committee to set up stand- 
ards and seal of approval for alumin- 
um combination storm and _ screen 
doors as well as metal awnings. 

The seal of approval will be pat- 
terned after that of combination 
windows used by members of the Na- 
tional Combination Storm Window 
and Door Institute. It is designed to 
give the customer a means by which 
he can identify quality and will deal 
a blow to low-quality operators who 
have been hurting the industry for 
years ; 

HIPA has some 230 manufactur- 
ing and supplier members comprising 
the National Combination Storm Win- 
dow and Door Association, Alumin- 
um Manufacturers Credit Bureau and 
the National Metal Awning Associa- 
tion. 

Expansion of credit services and 
coverage; area chapters and statistical 
services are other projects of the 
HIPA. Headquarters are at 230 Madi- 
son Ave., New York 16, N. Y. 





38’ VAN LOADED IN 30 MINUTES—Weyerhaeuser Distributing Yard in Louisville, Ky., 
uses Fruehauf trailers which permit forklift truck loading from three sides at one time. 
Above, bevel siding goes into rear door; framing lumber in front and Andersen case- 
ments at side. Cross bars, fitting in perforated metal strips, prevent sliding of lumber 
into millwork. Loads for as many as 10 dealers are made in one load, within radius of 


150 miles. 
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STEP | 


Distribute 
this booklet 
to your 
customers 
who live 


in houses 


HOW TO 
INCREASE 
RETAIL 
SALES 


STEP Il 


They will 
a-toloMelolelehi 
improve- 
ments 

like these 
which they 
can easily 
build. 


IN THREE 
EASY 
STEPS 


STEP Ill 


They will 
come to you 
for Trinity 
White 
Cement 
oTare| 

other items. 


Do-it-yourself 
around the 
home with 








Really Popular! The most-wanted booklet 
ever published on concrete told how to 
build improvements around the home. 
Now, here is a similar booklet on how 
to build these improvements with white 
cement, which is a true portland cement 
and handles like grey... but white 
concrete is far more beautiful ... fits in 
with contemporary structures and modern 
living. 

A quantity of these booklets is free to 
each Trinity White dealer and he may 
reorder at our print cost. See below for 
descriptions and/or drawings of items. to 
build that are included in this booklet. 








FLAGSTONES 


Several varieties are described. Rectan- 
gular shapes; irregular shapes; imbed- 
ding natural stones in walk; using the. 
turf as a form. 





POOL, FISH 


Gives a point of interest in garden, 
Raise aquatic plants; attract birds. Draw- 
ings of 3 types of pools are shown, 
Very popular. 





BENCHES 


A circular bench that encompasses a 
tree in your yard. Other items in this 
book that will interest your customers 
are: birdbaths; sundials; flower boxes. 








GAME COURTS 


Shuffleboard courts are easily made and 
complete directions are given for con- 
struction and marking. A tennis court 
is a big ticket job. 





added make it the favorite. 


~ Beautiful walls and screens are being 
built. The gleaming white of Trinity or 
. the true colors when pigments are 


STEPS — 


More attractive to the eye than grey 
concrete. Easily seen at night because 
of high light reflection. Trinity White 
has a big usage around the home. 








SIDEWALK 


is much more appealing than the ordi- 
nary grey. Suggest a 2-course job using 
white topping. 





TERRACES 


Easily built. The trend is to outdoor liv- 
ing. Wanted by practically every grow- 
ing family. Just one of dozens of rea- 
sons for Trinity sales. 





TOPPINGS 


A topping of Trinity White on a base- 
ment floor makes a tremendous differ- 
ence—it's because Trinity reflects light, 
Makes basement space valuable. 





TERRAZZO 


Terrazzo floors are first choice for pub- 
lic building, stores, and wherever there 
is heavy foot traffic. Here you will be 
selling to contractors. 





POOLS, SWIM 


Here is a big market and one that is 
destined to grow rapidly. Trinity's adver- 
tising is pre-selling contractors who read 
swimming pool publications. 








94 L865. WET 


| 
TRUCLYY | 


fatal 





Why The Demand-—A few years ago white 
cement was regarded as a thin-market build- 
ing material specialty. 

But times have changed! The enormous 
increase in home ownership...the do-it- 
yourself movement. ..the demand for more 
beautiful homes and grounds... these have 
all greatly increased the demand for Trinity 
White Cement. 

Another reason for the quickened demand 
for Trinity White Cement is that its brilliant 
whiteness adds so much to the appearance of 
the finished job, yet adds so little to the cost. 


+ «© For a copy of ‘Do-It-Yourself Around The Home'', write Trinity White Division, General Portland Cement Company, 111 W. Monroe Street, Chicago 3, Illinois S. oe 
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Dealer-Owned Investment 


HOME Spring Issue Sells Indoor, Corp. Pays Dividend 
Outdoor Remodeling Packages es A te Leena 


Many thousands of homeowners 
are now receiving spring copies of 
HOME Maintenance & Improvement 
through the courtesy of their local 
lumber dealers. The magazine is pub- 
lished by American Lumberman. 

The issue is devoted to interior and 
exterior remodeling. Two features, 
“Make Your House a Home by Re- 
modeling” and “the House with Two 
Lives,” generate reader excitement in 
exterior face-lifting by use of striking 
“before-and-after” photos of old 
homes which have been capably and 
attractively renovated. 

“Make Room in Your Attic” 
shows how a typical project home can 
be expanded by addition of a shed 
dormer for bedroom and future bath. 

Outdoor living features include 
“Simple Screen for Carport or Patio,” 
“Add a Screened Porch” and “Try 
Patio Paving in Colors.” Frequent ref- 
erences remind the homeowner that 
the dealer sending them Home is the 
best source of materials and plans for 
outdoor improvements. 

New construction gets a boost, too, 
through the department, “There’s a 
New Home in Your Future,” four 
pages of elevations and floor plans 
for nine new home designs. The plans 
are available to dealers at normal 
discounts from prices listed in the 
magazine. 

Other editorial coverage presents 
an assortment of general and special- 
interest material, all helpful to the 
homeowner. Stucco repair, a sandbox 
project, plumbing maintenance, inter- 
ior decorating, “Home Accessories 


Develops New Pallets for 
Shipping Sack Cement 


Expendable pallets for shipping 
sack cement have been introduced by 
Calaveras Cement Co., San Francis- 
co, Calif. Extremely light in construc- 
tion, the five-pound pallets are made 
of wood-reinforced corrugated paper 
board. Carrying 31 to 36 sacks of 
cement weighing 94 pounds each, 
they are recommended for stacking 
three-high. Thus the bottom pallet 
carries a maximum load of more than 
five tons. 

Calaveras will provide the pallets 
without charge on all shipments of 
sack cement. “The new pallets will 
enable cement dealers to pick up, 
store and deliver sack cement with- 
out charge on all shipments of sack 
cement,’ says Mel J. London, vice- 
president. The pallets also are adaptable 
to any other industry which ships 
sacked, bagged or carton goods, he 
points out. 

Standard fork lift equipment is used 
in handling the pallets, which were 
developed by Calaveras Cement’s 
own staff. 
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paid their first dividend, according to 
G. L. Francis, manager. 

LIC headquarters is 518 Scarbrough 
Bldg., Austin, Tex. 

Since its inception four years ago, 
the LIC has provided lumber dealers 
with over 20 million dollars in mort- 
gage and home improvement financ- 
ing. “We have now established a 
profitable operation that will con- 
tinue to return reasonable dividends 
to our stockholders,” Francis said. 


Governors Proclaim Home 
Improvement Months 


Home Improvement Months are 
March, May, June, September and 
October of this year—depending 
upon the state in which you live. 

Each of the five months has been 
proclaimed officially by state gover- 


You Can Make,” and “Tips to Home- _"0F8 a8 follows: 


owners” are subjects designed to focus March: Kentucky and Florida. _ 
reader interest on materials and May: New Jersey and Pennsylvania. 


products sold by typical dealers. June: New York, Connecticut, New 
Carrying the cover imprint of spon- Hampshire, Maine and Massachusetts. 
soring dealers, HOME Maintenance ; September: _ Virginia, North Caro- 
& Improvement is mailed by the pub- lina, South Carolina, Tennessee and 
lisher to lists of consumer prospects California. _ nF 
and customers. It is a complete di- _ October: Georgia, Alabama, Missis- 
rect mail advertising service for the  Sippi and Louisiana. 
small dealer, a worthwhile supple- Other states are expected to pro- 
mentary source of store traffic for claim Home Improvements Months in 
the larger dealer who advertises in 1960. 
other media. The program was started by the 
For more details write American FHA Title I office in Washington in 
Lumberman, 59 E. Monroe, Chicago cooperation with leading trade asso- 
3, Ill. ciations. 


SOMEBODY GOOFED HERE and six lumber dealers were awarded steel strapping 
equipment for describing the need for United States Steel strapping in the above 
situation. Winners among 100 entries in contest at the 1959 Middle Atlantic Lumber- 
men’s Convention were Robert Klemeyer, Lumberman's Merchandising Corp., Wynne- 
wood, Pa.; Estelle Cohen, Randallstown Lumber Co., Randallstown, Md.; W. E. Frost, 
Jr., Frost Lumber Co., Philadelphia; B. H. Beatty, Beatty Lumber Co., Upper Darby, 
Pa.; and Richard H. Haase, Strathman Supply, Feasterville, Pa. 
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* D. R. Belden, president, Louver 
Manufacturing & Supply Co., Minne- 
apolis, Minn., was elected president of 
the Metal Ventilator Institute at the 
group’s annual meeting in Chicago re- 
cently. 


* U. §. Aluminum Siding Corp., 
Franklin Park Ill., manufacturer of 
Kover-Lum Aluminum Siding, an- 
nounces the appointment of G. E. Mc- 
Cully as vice-president. 


* W. W. Anderson has been elected 
chairman of the board of directors, 
Anderson Lumber Co., Ogden, Utah, 
in a reorganization that elevated 
George A. Ward to the firm’s presi- 
dency. New directors include: A. E. 
Anderson, Jr., Salt Lake City, execu- 
tive vice-president; James M. Fulker- 
son, Provo, vice-president, and How- 
ard D. Anderson, Ogden, assistant 
secretary-treasurer. Reelected to pre- 
sent positions were E. LeRoy Ander- 
son, Logan, vice-president, and Darrell 
Crawford, Ogden, secretary-treasurer. 


¢ Pierce & Stevens Chemical Corp., 
Buffalo, N.Y., manufacturer celebrat- 
ing its 75th anniversary this year, an- 
nounces two promotions: William H. 
Buschman to general sales manager, 
industrial div., and H. Ward Hamlin 
to general sales manager, specialties 
div. 


* Locke Mfg. Co., Lodi, Ohio, an- 
nounces the appointment of Renald J. 
Tavolier as sales promotion manager. 


¢ The appointment of Wesley E. 
Gatewood as manager, sales training 
and promotion, Barrett Div., Allied 
Chemical Corp., New York City, is 
announced. 


* Thomas L. Riordan, vice-president 
and treasurer, the Silcrest Co., Wausau, 
Wis., announces his retirement, ending 
a 54-year business career. He will con- 
tinue as a director of the company. 


¢ C. T. Parsons has been named gen- 
eral sales manager of American Cel- 
cure Wood Preserving Corp. in Jack- 
sonville, Fla. 





Series on Beating Cut-Price 
Competition is Popular 


To the Editor: 

“Please send me half a dozen 
copies of Art’s editorial, 99 Ways 
to Sell at a Profit Against Cut-Price 
Competition, so I can give one to 
each of my salesmen. Also bill me 
for 50 of these to give to our cus- 
tomers and friends. I agree with 
you whole-heartedly and have been 
preaching exactly what you say in 
your article for these many, many 
years..—Frank J. Rutter, sales 
manager, Huss Lumber Co., Chi- 
cago, Ill. 





Largest Gypsum Plant 
In The World 


Board chairman Melvin H. Baker 
of National Gypsum Co. says that ex- 
pansion of the company’s Savannah, 
Ga., plant will make it the world’s 
largest. 

He said that this single gypsum 
plant will be able to produce enough 
gypsum wallboard, lath, plaster and 
other products for some 100,000 
homes a year. 

The south’s continually expanding 
building market is the reason for the 
Savannah expansion, Baker said. 

The 25% expansion will be com- 


pleted next summer. Warehouses there 
will be used to store products manu- 
factured elsewhere, such as asbestos 
siding, roofing shingles, insulation and 
paint. This will mean stepped-up serv- 
ice to southern dealers, said John J. 
Burns, manager of the Savannah plant. 


Home Buyer Is Younger 


A typical single family home buy- 
er using savings and loan financing 
in 1957 was only 37 years old and 
probably was purchasing his second 
or third home, according to a study 
by the United States Savings and Loan 
League. 








FOR A LION’S SHARE 


OF PROFITS 


... sell the line the lion’s share 


of customers prefer! 


Leigh has made — and sold — more rool 
ventilators than any other manufacturer. 
And small wonder! Just look at all the 
features you ean offer with Leigh: 


Single Models, 2 sizes, 
Aluminum or Galvanized 
Steel—Patent No. 2,628,551 


Large free area per dollar 

Patented modern design 

New “‘Air Flow” styling, low silhouette 
One-piece base — exclusive enclosed 
back 

Leak-proof ‘‘Rol-Lok’’ seam collar and 
weather baffle 

8-mesh screen, ‘‘drum-head” tight over 
opening — can’t come loose 


Other popular Leigh sellers include 
Attic Ventilators, Triangle Ventilators, 
Undereaves Ventilators and new alumi 
num Trimvent which installs like a board 
in the soffit. Plus a full line of other metal 


Economy Model, Aluminum 
or Galvanized Steel 


building products. 


Write for FREE CATALOG. 


1859 Lee Street 


LEIGH BUILDING PRODUCTS 


Division of Air Control Products, Inc. 


Coopersville, Michigan 


In Canada: LEIGH METAL PRODUCTS LTD. 72 York St., London, Ontario 


ee 
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BUILDING PRODUCTS 
Awnings & Canopies Aristocrat Mail Boxes 
Closet Accessories Full-Vu Bi-fold Doors 
Outdoor Accessories Ventilators 
Ventilating Fans Range Hoods 

Folding & Sliding Door Hardware 
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Asphalt Strip Shingles 
Approved for Deck Slab 


New application specification sheets 
from the Insulation Board Institute 
approve for the first time the use of 
asphalt strip shingles for covering in- 
sulating roof deck slab. 

With the strip shingles, the roof 
deck can be used on steeper roofs than 
previously, according to Charles M. 
Gray, Insulation Board Institute man- 
ager. 

Revised nailing specifications and a 
change from “k” values to “C” values 
in the method of measuring thermal 


conductivity of laminated slabs are 
also new in the specs. 

Free copy of the specifications is 
available from Insulation Board Insti- 
tute, iil West Washington St., Chi- 
cago 2, Ill. 


National Wood Council 

Twenty-nine associations allied with 
the wood products industries have 
formed the National Wood Council 
for exchange of wood promotion ideas, 
information and experience. 

John D. Leland, vice-president of 
Long Bell Lumber Div. of Interna- 
tional Paper Co., has been elected 
president. 








TARTER, WEBSTER & JOHNSON 


Manufacturers of West Coast Mouldings 


| OFFERS EXCLUSIVELY TO JOBBERS 


A Dependable 


Year Around Source of 


: CALIFORNIA HIGH ALTITUDE 


PONDEROSA PINE and 
WHITE FIR 


Vw & ALSO MANUFACTURE AND SUPPLY 
THE FOLLOWING ITEMS IN PONDEROSA PINE: 


@ Finger Jointed Mouldings @ Doors and Jambs 


(Specified Lengths) 
@ Cut Stock 


CALL YOUR NEAREST JOBBER FOR TW&J MOULDINGS 


Tarrer.Weasster & Jonnson, Inc. 


em :ie) Gk Ly: > 
rancisco 19, California @ 


@ Venetian Blind Stock 


Teletype SF 211 
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Lack of Product Knowledge 
Hit by Washington Lumberman 


In the future, 
you will see a 
higher - caliber 
personnel working 
in the retail lum- 
beryard, says 
Morris B. Tarte of 
Columbia Valley 
Lumber Co., Bell- 
ingham, Wash. 
and retiring pres- 
ident of the West- 
ern Retail Lumbermens Association. 

“The weakness of the retail lumber 
industry today is that neither manage- 
ment nor the men have taken an in- 
terest in learning about their product 
so they can be an authority,” Tarte 
told a recent meeting of the Seattle 
Hoo-Hoo Club. This will change, he 
said. 

He also predicted that fabrication 
of component parts will be used by a 
majority of yards in the future. “You'll 
see more and more yards going into 
land development and, in some areas, 
the retail yard will actually be the 
prime contractor. You'll see better 
trained, better educated personnel. 
The customer will have all the con- 
fidence in the world when he talks 
with the salesman about his building 
problems.” 


Morris S. Tarte 


Lumber Wholesaler Adds 
Plastic Panels 


American Lumber Co., prominent 
eastern lumber and plywood whole- 
saler, is now marketing Vista-Lux 
fiberglass panels to its 500 dealers. 

“We find that lumber retailers ap- 
preciate that they can buy plastic 
panels from their regular lumber 
source,” said Joe Krumper of Ameri- 
can Lumber, Long Island City, N. Y. 





‘*Public and Business 
Interest One and Same” 


Mortimer B. Doyle, executive 
vice-president of the National 
Lumber Manufacturers Associa- 
tion, has urged everyone in the 
lumber industry to launch a cam- 
paign to show “how the interests 
of the public and the interests 
of the businessman are really one 
and the same.” 

Speaking at the annual meet- 
ing of the Hardwood Plywood In- 
stitute last month, Doyle said 
such a campaign is needed to 
set the stage for the election of 
“responsible officials” who will 
understand the problems of pri- 
vate industry. 

“We must make clear that the 
individual’s prosperity is linked 
directly to the prosperity of the 
business community,” he said. 

















REASONS FOR DISCARDING LINE % OF REPLIES 


NO CUSTOMER APPEAL OR DEMAND 37 % 
(Other types of products preferred for same 
purpose; unpopular design; limited market or 
wrong type of market) 

POOR DISTRIBUTION POLICIES 21% 


(By-passing; no price competition; sold by too 
many competitors, including applicators; poor 
delivery or service from manufacturer or jobber; 
unable to get replacement parts; excessive 
inventory required) 

INFERIOR QUALITY 144 % 


(Customer complaints) 


HIGH PRICE 13% 


(Compared to quality, competition or for local 
market) 


LOW PROFIT MARGINS 


(Or, excessive sales costs) 


6 — POOR MERCHANDISING BY MANUFACTURER 41/2. % 


100% 











Why Dealers Discard 
Products is Revealed 


When a dealer discards a product line, the most com- 
mon reason is that it has become a “misfit”— it’s either the 
wrong product for the local area or another type of prod- 
uct has more local appeal. 

But almost as common a reason for tossing out a line is 
dissatisfaction with distribution policies. This includes by- 
passing by jobbers; sales by too many dealers or poor serv- 
ice to the dealer. 

Causes for discarding products were revealed for the 
first time in a survey conducted by R. T. Homewood, sec- 
retary-manager of the Ontario Retail Lumber Dealers Asso- 
ciation. 

The Canadian dealers gave a wide variety of individual 
reasons for discarding a line. Most of the answers fell into 
the six basic causes listed above, with percentage breakdown 
of results from 112 individual replies. 

In most cases, the dealers replaced the line with com- 
peting products. 

The research is part of a Trend Survey service by the On- 
tario dealer group. The most popular lines handled by On- 
tario lumbermen were also revealed in the survey. 

Lines handled by the highest percentage of dealers are 
as follows: 


Doors and plywood, 100% 
Windows and lumber, 99.3% 
Board products, 98.1% 
Hardwood flooring, 98.1% 
Asphalt roofing, 98.5% 
Insulation, 96.9% 

Garage doors and hardware, 96.9% 
Millwork, 84.3% 

Paint, 83.7% 

Hardware, 83.1% 

Wall tile, 77.7% 

Plastic laminates, 67.4% 

Metal building products, 63.8% 
Glass fibre panels, 59.6% 
Resilient flooring, 58.4% 
Tools, 56% 


The Ontario association is located at 410 Oakwood Ave., 
Toronto 10, Ontario, Canada. 
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ERE 
MIRACLE TUB-CAULK 


SENSATIONAL 
FREE GOODS 
OFFER FOR LIMITED TIME 


YOU MORE THAN DOUBLE YOUR MONEY! 











YOUR SPECIAL BONUS PACKAGE CONTAINS: 


1 display 100T (6 Tubes 4'/2 oz. Tub-Caulk) 


2 extra 4% oz. ($1.00 retail) Tubes... FREE 
8 Tubes 4% oz. Tub-Caulk sells for $8.00 
costs you $3.60 
A SENSATIONAL 




















4. a 40 

PROFIT 

Reported by store after store as their fast- 
est selling item. Customer acceptance and 
enthusiasm for Tub-Caulk increasing! 
Easy-to-use nozzle for neater, faster Tub- 

PLU Dramatic, eye-arresting display. 

APPLIES LIKE TOOTHPASTE. STAYS BRIGHT, WHITE FOREVER! 

BACKED BY BIG ADVERTISING CAMPAIGN! 


YES a sensational 55% profit on Tub-Caulk. 
j 
Caulk application! 
250 Pettit Avenue, Bellmore, Long Island, New York 
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what's the PRICEP 


Price boosts by retail lumber dealers are becoming appar- 
ent on some basic lumber and plywood items. These begin 
to reflect stiffness of the price level at the mill and have 
been taking place even in areas where stiffer than average 
competition exists. The strengthened retail price level does 
not seem to have any effect on builders’ plans, judging from 
business volume reports received at press-time. 

Mill prices continue to move upward, with Std. & Btr. 
green fir dimension for rail shipment at the highest level 
in three years, closely followed by lower grades of green. 
KD fir dimension as well as KD white fir and green and dry 
inland fir and larch are up, too. Fir plywood is at $85. 

Outlook is for more of the same. Builders’ plans continue 
without let-up for more home starts this spring, and retailers’ 
orders for all materials are zooming, firming prices all 
around. 


Current Retail Price Levels 


(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. They do not necessarily show a trend from the last issue.) 
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South East North East South West North West South Mountain Pacific 
LUMBER Atlantic Atlantic Atlantic Central Central Centrol Central 


Douglas fir: 
Dimension: Std. & Btr. green R/L 2x4 $128 $135 $135 $129 $130 $125 $120 $105 
Std. & Btr. dry R/L 2x4 os $140 $150 a $145 $130 $135 — 

Std. & Btr. green R/L 2x10 $128 $135 $138 $127 $135 $140 $120 $110 

Std. & Bir. dry 2x10 R/L onan $145 $150 — $148 $135 $107 

Boards: Std. & Btr. green R/L 1x6 and 1x8 $120 $130 $135 peated $132 $120 $100 


West Coast Hemlock, White Fir: 
Dimension: Std. & Btr. dry R/L 2x4 $130 $125 $138 — $140 $135 $ 95 
Std. & Bir. dry R/L 2x10 $135 $130 $142 waa $140 — $115 

Boards: Std. & Bir. dry R/L 1x6 and 1x8 $127 $129 — $135 oe $ 85 


Western Pines: 
Boards: No. 2 & Bir. dry 1x8 R/L S4S or 
shiplap $260 $185 $185 $180 $185 
No. 3 & Btr. dry R/L 1x8 $4S or 
shiplap $160 $135 $140 $125 
No. 4 Btr. dry R/L 1x8 S$4S or 
shiplap os $122 $ 80 $105 


Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 $110 $110 $125 $115 
No. 2 & Btr. dry R/L 2x10 $117.50 $120 a $120 
Boards: No. 2 & Btr. dry R/L 1x8 S4S or 
D & M or shiplap $115 $118 $135 $105 


Hardwood Flooring: 
Clear oak 25/32"x2%4" $275 $255 $285 $240 
Select ook 25/32"x2%" $255 $240 $270 $230 


Interior Softwood Paneling: 
No. 2 ponderosa pine RW $225 $240 $220 $210 
No. 3 ponderosa pine R'W $200 $220 $195 $185 


Wood Siding: 
Redwood bevel siding %/,’x8” $285 $255 $240 $265 
Cedar bevel siding %/,"x8” 9275 $270 $270 — 


Wood shingles: 
Cedar shingles 5/2 3f1 Blue 
Label — 
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PLYWOOD: 
Fir, Ve" DFPA-AD interior glue $125.50 $130 
Fir, Ya" DFPA-AD exterior give . $170 $145 $160 
Fir, %” DFPA-CD sheathing interior give $140 $130 
Fir, Ye” DFPA-CD sheathing interior give $160 
Fir, %&" DFPA-CD sheathing interior give $190 
Birch, '/,” A2 $455 
Philippine mahogany, '/,” rotary cut 








MILLWORK: 
. mahogany flush door 
1%”-2-6x6-8 . $ 9. $ 9.50 $ 8.75 
Birch flush door 1%”-2-6x6-8 ‘ ; ‘ $11.75 $ 11.50 
Double hung window unit $ $ $ 23.50 $ 22 
2-4x4-6, glazed, weather- 
stripped and balanced 








BUILDING MATERIALS: 
Outside white paint, first grade 
8d common steel nails 
Mineral woof insulation, full thick batt 
Wood fiber blonket, std thick 
Ceiling tile 12x12” 
Acoustical ceiling tile 12x12” 
4” insulating building board 
25/32” insulating sheathing 
%” gypsum wallboard 
¥," gypsum sheathing 
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American Lumberman, March 30, 1959 


HOME BUILDING THIS YEAR can now be rather accurately predicted. The 
pattern is established and will not be greatly changed unless a 
severe recession or war occurs. 


Count on a 10% rise in dollar expenditures, only a 4% rise in number 
of dwelling units started. The basic reason for our conservative 
viewpoint is that market conditions for government-backed mortgages 
are far from favorable. Prices paid for FHA in the secondary market 
are only slightly improved. 





Federal Reserve banks have upped their discount rates from 24% to 3%. 
Even before this started, the Federal Home Loan Banks raised their 
rates to saving and loan associations . .. the trend is 34% to 4%. 
Practically every S & L in Washington has boosted their dividend 
rate to 4% in the past two weeks. 











FHA reports that the average rate on conventional first mortgages 

on January 1 (latest survey) was 5.75%. Conclusion: the value of the 
proposed increase in the FHA rate from 4%% to 5%% will be quickly 
wiped out by the general rise in interest rates. We predict mortgage 
interest rates will go up by 4% by Summer with 6% coming by early fall. 


THE HOUSING BILL is bogged down in committee hearings in the House and will 
probably be brought to floor debate after the Easter recess . .. some- 
time during the week of April 6. The general feeling is that the 
liberal Senate version will prevail. Assessing administration 
opposition to the bill, we expect a presidential veto. Further we 
doubt that enough votes can be marshalled to override the veto. With 
at least 1,170,000 homes predicted for the year, housing has a 
difficult time selling the idea that they need special consideration. 


NEW WAGE AND HOUR legislation is still not ready, according to the Wage-Hour 
Administrator. They are expected to go a little further than two years 
ago, which would have cut back on retail and service exemptions to 
take in "chain" operations. The main criteria would be 100 employes and 
the receipt of $1 million worth of goods across state lines. 




















The Senate and House labor committees are putting off hearings on the 
Kennedy=-Morse-Roosevelt bills to raise minimums to $1.25 and cover 
most retail establishments until they have cleared new labor reform 
legislation. Hearings are not expected to start until the third week 
in April in the Senate Committee. In the House, it will come up even 
later, because they have just started to debate labor reform. 


PUTTING CARPENTERS on the pan is becoming more popular each month. We have 
frequently lambasted the rich carpenter's union for delaying tactics on 
house components. Now, the current issue of Architectural Forum says 
the union has two evils--autocracy and over-coziness with builders. 

The Forum says the relationship between union and builders benefits only 
the union and contractor--not working carpenters. 


Senator McClellan's rackets committee and the National Relations 
Board are said to be scheduling hearings for late April to bring these 
feudal conditions out in the open. 


TAXATION OF CO-OPS has been recommended by Secretary of the Treasurer 
Anderson. The plan calls for a method of taxation under which 
the tax-free retention of income would be limited to three years. 
Cooperatives would be permitted to deduct amounts paid to a patron 
during the taxable year if paid in cash or in the form of "qualified" 
patronage certificates. A "qualified" certificate must bear interest 
at a rate of at least 4% and must be redeemable in cash within three 
years after the close of the year in which issued. 
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COLOR DEPARTMENT at Jackson Lumber Co. includes automatic dispenser, left, base 
color cans on the racks and selector of hue cards on counter in back of John Sukey, 
paint manager, who shows cards to customer. Hue cards fit into carrying case which 


can be used in home selling. 


Automatic Mixing System Steps 


Up Paint Sales 100% 


Color department offers 5,000 shades; reduces store display 
space 50°%/, for New Jersey lumberyard. 


Some housewives stay half the day 
selecting paint colors at the Jackson 
Lumber Co., Denville, N. J. 

They exercise the feminine right 
of changing their minds about the 
exact color they want to buy. And 
it's no wonder—for Jackson’s Color 
Carousel offers more than 5,000 dif- 
ferent shades from which to choose, 
“at the press of a button.” 

“Once a woman realizes she can 
have such a wide choice, the sale is 
made,” said John Sukey, paint manager. 

He backs this up with sales facts, 
pointing out that paint volume jumped 
100% in a two-year period after instal- 
ling the automatic paint dispensing ma- 
chine. 

Floyd Jackson, president, added that 
paint sales in 1958 were 5% above 
1957, contrasted to a decline in sales 
of building materials for the same 
year. 

“The mixing system also has ap- 
peal to men, including paint contrac- 
tors,” Sukey said. 

For instance, one customer came 
into the store with a gun and pointed 
it at the man behind the counter. 
“See the color of that gun butt?” he 
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asked. “That’s the color I want for 
my cabinet.” 

Sukey took him to the selection of 
hue cards on a counter near the dis- 
pensing machine and matched the 
color in minutes. Each card has a 
mixing formula on its back. He then 
mixed the paint on the automatic 
dispenser. 

The psychology behind the multi- 


color system is to make the customer 
the expert, rather than the salesman. 
“It’s usually the customer who picks 
the color,” Sukey said. 

Saves space. Besides the mer- 
chandising value of the mixing sys- 
tem, it also saves valuable floor space 
in the Jackson store. 

Sukey said that the hue cards and 
the dispenser reduced floor inventory 
of paint cans 50%. The Carousel oc- 
cupies only six square feet of space. 

Repeat sales. After a sale is made, 
Sukey pastes a label on the can which 
includes the name of the color and 
its formula. The customer can assure 
a perfect match in the future by bring- 
ing back this label. 

The New Jersey lumber dealer also 
ties in with the manufacturer’s mer- 
chandising campaigns. 

Newspaper mats and store stream- 
ers supplied by Standard-Toch Chem- 
icals, the manufacturer, were used by 
Jackson, announcing that they had 
1959 House & Garden colors avail- 
able “at the press of a button.” With 
the purchase of a gallon of paint, 
women received a free pair of paint- 
ing gloves and a one-year subscrip- 
tion to House & Garden magazine. 

“Wrap all these ideas up and it is 
easy to see why we are so pleased 
with our paint department,” Sukey 
said. 


Prefab Concrete Panels 


Precast concrete panels, combined 
with a newly-designed concrete block, 
are major components of a new modu- 
lar prefabricated concrete construction 
system which is said to reduce erec- 
tion time 75% on farm and commer- 
cial buildings. 

The system was designed by Wil- 
liam Shaffer of the Shaffer Block Co., 
Somerset, Penna. 

Central feature of the system is a 
slotted concrete block used for corner 
columns, center columns or in interior. 
The block weighs 70 pounds and 
measures 15%” square 75%” deep. 
Slots on the side, to receive the pre- 
cast concrete panels, are 4” square. 

Cost of the material is roughly the 
same as for a conventional block struc- 
ture. But erection savings slice about 
10% from overall costs. 


Pueblo Yard Wins Brand Name Award 


The Building Materials Centers, 
Inc., 2700 E. 4th St., Pueblo, Colo., 
has been named Brand Name Retailer- 
Of-The-Year by Brand Names Found- 
ation Inc., New York. John Bonforte 
is president of the Colorado yard. 

Certificates of Distinction in the an- 
nual merchandising competition were 
as follows: 
¢ Hodges Lumber Co., Roanoke, Va., 
Claude A. Hodges, president. 

* Meadowbrook Lumber Corp., Bell- 
more, N. Y., Max Shapiro, president. 
¢ A A A Lumber Co., Waco, Texas, 


A. E. Amelunke, president. 

* L. Grossman Sons, Inc., Quincy, 
Mass., Everett Grossman, vice-presi- 
dent. 

Winners will receive their awards 
during a dinner held in their honor at 
the Grand Ballroom of the Waldorf- 
Astoria, New York City, April 15. 
The firms were chosen by a panel of 
judges made up of last year’s winners. 

Willard Woodrow, Inc., Bellflower, 
Calif., was named “Brand Name Re- 
tailer-of-the-Year” in the home build- 
ers category. 
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YOUR CEILINGS COME TO LIFE WITH OLORFUL N 


The “Barretone” patterns you see here are (from left to right) Fissure, Tattersall, and Sparkler. 


Use these tiles to cover old plastered ceilings that are 
Now you can transform ceilings overnight With cracked or pecting ... to pep up a nevly finished ati 


. to pep up a newly finished attic or 


: , ; cian . . . to bring new life into old rooms. They are 
“Barretone” Tiles in stylish decorator patterns. designed with concealed nailing joints for extra-easy appli- 


cation. It takes only a few hours to nail or staple your new 


BARR E 


Better built with Barrett! You know you Asphalt Shingles in colors and styles 


Rooms are easy to add in basement or Rock Wool 
can rely on a name that’s been famou to fit 


Insulation enclosed in 
every taste and budget! Ask your attic with Barrett white building board 


heat reflecting aluminum foil! That's terial that never needs painting or 
Barrett Roofer to show you hurricane- | and colored plank made to order for Barrett REFLECTO-BATTft Insula- _ maintenance. Here it is—colorful Bar- 
a product carries the Barrett label, it’s tested STORM KINGt Shingles and weekend decorators ready to nail tion—ideal for insulating your home rett Asbestos Siding. It’ 
sure to be of the highest quality the new RANCHLINEt? Shingles. right up for perfect finished walls 


sey : : : 
Te ‘Ta — - 2 
® 


Every home owner wants a siding ma- 
in building materials since 1854. When 


san economical 
to cut heating and cooling costs way to make an old home look like new! 











HERE’S HOW WE’RE TELLING YOUR CUSTOMERS 


This is the kind of high-impact advertising that will help you 
sell the new decorated patterns of ‘“‘Barretone” Tiles. 

Appearing in the April 25th issue of The Saturday Evening fibreboard price! 
Post, this full-color spread reaches 22 million readers with the 


“‘Barretone” style story. These are the fashionable patterns your 
do-it-yourself customers are looking for—and at an economy 


The “Barretone”’ line includes plain white, regular perforated 
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These economical ceiling tiles will blend with whatever colors or decorator styles you may select, in attic or basement playrooms and family rooms 


“Barretone”’ Ceiling in place. And once it’s up, you can keep 
it bright and clean. For ‘“‘Barretone’’ Tiles are guaranteed 
washable. 

The distinctive patterns of ‘‘Barretone” Tiles will give a 


lift to any room décor. Yet they blend well with any color 


The most versatile of building mate- Tel phone your Barrett Roofer for a 
rials is ALLITE® Plastic Paneling. It’s 
colorful and translucent. You can saw 
and nail it like wood, to build anything 
from a patio roof to a room divider 


free roof inspection, or your Barrett 
Dealer for other building materials 
You’ll find them both listed in the ‘“‘yel- 
low pages” of your phone book 


+Trade Mark of Allied Chemical Corporatio 


scheme or decorator style you may choose. Wherever they’re 


used, they bring you extra quiet along with their beauty 
and contribute important insulating value overhead. Only 
‘*Barretone”’ Tiles are made by the Chem-fi Process, a 
method of blending wood fibers to produce a stronger, 
smoother tile. 

Check the low price of “Barretone” Tiles in decorated 
patterns at your Barrett dealer. He will be glad to show you 
the patterns illustrated above—also plain white, regular 
perforated and random perforated styles. Use the perforated 
tiles on ceilings and walls for effective sound control. Send 


for free illustrated booklet, ‘‘New Interiors.’ 


lied 


hemical 


BARRETT DIVISION 


40 Rector Street, New York 6, N.Y. 


LE: Re 


ABOUT BARRETONE' DECORATED TILES 


and random perforated styles, as well as the Fissure, Tattersall 
and Sparkler patterns. All of these tiles are made by Barrett’s 
exclusive CHEM-FI process of fibreboard manufacture, the only 
method which preserves the fibre strength of natural wood! 


for complete information. 


STRENGTH! STYLE! PROMOTION! ‘Barretone”’ 
everything you need to profit in the ceiling improvement market. 
Call your Barrett representative, or send coupon on next page 


Tiles have 


N U.S.A 





ETS GET 


ACQUAINTED! 


YOU’RE OUT TO MAKE SALES... 


BARRETT HAS A LINE THAT SELLS! 


BARRETT DIVISION, 
40 RECTOR STREET, NEW YORK 6, N. Y. 


Gentlemen: 


Please send me complete information on the Barrett line. 


{_] Printed information, please. [_] Have your representative call. 


NAME 





COMPANY 








cITY 





Things are happening at Barrett... things that are bound 
to mean sales and profits to Full-Line Barrett dealers. 
Now Barrett, with its complete range of fibreboard prod- 
ucts, offers an impressive line of building materials— 
the finest in the field. Now Barrett has the products you 
need when you sell to the trade, or over the counter to 
the home owner. 

Barrett’s full line now brings you all the advantages of 
buying your fast-moving building products from a 
single source. 


ASPHALT PREPARED ROOFING, including the longer-tabbed 
RANCHLINE {Shingle and the self-sealing STORM KINGt Shingle. 


ASBESTOS - CEMENT SIDING, economical and _ long-lasting— 


ideal for home improvement and new homes. 


ROCK WOOL INSULATION, including Barrett REFLECTO- 


BATT +—the foil-enclosed insulation that’s so easy to install. 


RIGIDWALLt SHEATHING... the extra-strong sheathing that 


meets all FHA requirements—and then some! 


BUILDING PAPERS for every construction purpose. 
ROOF INSULATION of superior uniformity... offering less bitumen 


absorption. 


BUILDING BOARD AND PLANK... pre-painted, tongue-and- 


groove installation. Ideal for finished walls in basements or attics. 


BUILT-UP ROOFING PRODUCTS by “‘the greatest name in roof- 


ing.” Barrett Roofs top America’s leading buildings. 


BITUMINOUS COATINGS AND CEMENTS—or highest reputa- 


tion and consistent quality. 


tTrade Mark of Allied Chemical Corporation 


BARRETT DIVISION 


40 Rector St., New York 6, N. Y. 
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MAJOR TREND REPORT 


New Showrooms for 
One-Stop Shopping 


The dealers whose stores are pictured and described 
on the following pages have built tomorrow's lumber- 
yards today. Using modern store design and merchan- 
dising techniques, these stores are engineered to sell 
big-ticket remodeling packages and new homes as well 
as profitably serve the housewive and do-it-yourself 


trade. 


ocated in Chicago, five stories above the 

bustling offices of a major airline ticket 

offices at Wabash and Monroe Streets, is 
the equally busy quarters of American Lum- 
berman’s architectural consultant and his staff 
of draftsmen and engineers. 

The new store design and engineering work 
seen in this special editorial section was done 
in these offices by Chicago architect James 
N. Lindenberger and his staff. Paul Ergang, 
merchandising consultant to American Lum- 
berman, also played a leading role. 

In 1955, this magazine asked Lindenberger’s 
help in planning the Lumberyard of Tomorrow 
for the NRLDA exposition in Cleveland. Soon 
he was planning new stores and warehouses 
in cities and towns from California to Con- 
necticut and from Ontario to Texas. 

He has worked closely with American Lum- 
bermans’ editors to make realities of the 
theories and fundamentals pioneered by this 
magazine and the Art Hood Management 
Workshops. 

Lindenberger and his associates provide vary- 
ing amounts of help to lumbermen, who are 
building new showrooms and warehouses. For 
some, he surveys existing sites and buildings, 
making recommendations for additions and 
improvements; for others, his staff provides 
preliminary architectural designs for sales and 
storage areas. 

A good many new and remodeled struc- 
tures have been completely detailed, engi- 
neered and construction-supervised by Linden- 
berger and his associates. Paul Ergang, an 
expert in building products merchandising, is 
one of Lindenberger’s associates, also an 
American Lumberman consultant. 


CS es 


CONFERENCE HUDDLE over final building layout. 
Left to right, Bill Egon, mechanical engineer; Jim 
Lindenberger, architect; Art Weiler, chief drafts- 
man and Bob Baskin, structural engineer. 


NEW DRAFTING FACILITIES in office recently 
opened at 59 East Monroe Street, Chicago. 
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Model Store at 
NRLDA Exposition 








One-Stop Shopping 








Model Store Built 
at Monett, Mo. 


AND BUILT HIS OWN NEW STORE ON LATEST 
DESIGN AND MERCHANDISING PRINCIPLES. 


A.L. Model Store Becomes 
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TOKAGE ROOM WAREHOUSE 


STORAGE SHELVES 


PIPE FITTINGS 


—""B FURNACE PIPE FITTINGS 
METAL BESTOS FITTING 
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BARGAIN-PRICED MERCHANDISE like 
ea these hand tools and light fixtures are 
[wx for} | d tenia iG part of manager Guthrie's policy of at- 
PLUMBING FIXTURES . ° 
e tracting store traffic. 
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STQRE LAYOUT of Wilks Lumber Co., Monett, Mo., is patterned after American ‘ 
Lumberman's model store at the 1956 NRLDA exposition. BIG-TICKET SALES are promoted by man- 
ager Guthrie, left, checking with home- 


owner on remodeling project. 
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Reality for Small Town Dealer 
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Missouri yard gets set to promote big-ticket packages in new 
location and also increase pickup sales of hardware, paints 


and specialties. 


You expect to boost sales and in- 
crease Operating efficiency when you 
build a new lumberyard. Store and 
warehouse should be closely related 
to management’s basic selling plan. 

Wilks Lumber Co., Monett (4,500 
pop.) have built their new store on 
these principles. Last November, the 
firm moved out of-its old yard and 
into a new location on the edge of 
town. 

In planning his new store, man- 
ager Pete Guthrie started with the 
basic ideas he found in American 
Lumberman’s profit-maker model 
store at the NRLDA exposition in 
1956. To adapt that plan to his own 
needs, he worked closely with Chi- 
cago architect Jim Lindenberger, 


American Lumberman’s store. design 
consultant. - 
Guthrie, a graduate of one of Art 
Hood’s management workshops, has 
adapted the 


original Profit-Maker 


Store design to his local situation. 
He planned it to fit his selling pro- 
gram and the buying habits of his 
customers. 

“People are interested in bargains,” 
declares Guthrie. “We're not a cash- 
and-carry yard, but we make a point 
of having a selection of bargain- 
priced merchandise, prominently pro- 
moted and displayed.” 

Large consumer trade. About 75% 
of Wilks’ business comes from home- 
owners and farmers, so Guthrie in- 
vests 2% of his store sales in news- 
paper and direct mail advertising. To 
promote big-ticket sales, he has set 
up a home improvement department 
and is starting a model home building 
program. 

Store display is not limited to pick- 
up merchandise. Products displayed 
in each department are related to 
major home improvement and new 
home jobs. The interior of the store 
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are finished 
in many products, each identified. 
“Components? Washington’s Birth- 





—floor, walls and ceiling 


day we opened a model house built 
with Lu-Re-Co components. The house 
was built with the cooperation of a 
number of manufacturers and local 
suppliers. It may be the start of a 
regular model house program for us.” 

The local publisher has shown 
Guthrie that he gets better results 
from a full-page ad than from smaller 
space. He gets double use from his 
ads by turning them into mailing 
pieces to rural box holders. Some- 
times mailing pieces are jointly spon- 
sored with non-competitive merchants. 


Lines strongly promoted include 
plumbing supplies; kitchen cabinets; 
bathroom accessories; lighting fix- 


tures and electrical supplies; build- 
ers’ hardware; paint, power tools and 
hand tools; prefinished plywood pan- 
els; wood and aluminum windows; 
fireplace fixtures and window glass. 

Results already. “The first month 
in our new location was the biggest 
in our history,” says manager Pete 
Guthrie. “We expect our 1959 gross 
and net will be considerably better 
than our best year at the old yard, 
which was located in the downtown 
warehouse district.” 
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GLASS WALL STORE FRONT faces heavily-traveled highway. . . 


Pace-Setter for Chain Expansion 


How a merchandising idea grew into Diamond Gardner's big 
Concord, Calif. buying center for contractors and consumers. 


“This is the best-planned, best-en- 
gineered and _ best-constructed store 
ever achieved by Diamond Gardner.” 

That is how Robert G. Fairburn, 
president of the big line yard organ- 
ization, describes his new store in 
Concord, 26 miles east of San Fran- 
CiSCO. 

Designed by James N. Lindenber- 
ger, Chicago architect and American 
Lumberman’s architectural consultant, 
the store-office-warehouse is integrat- 
ed into a combined selling area of 
20,000 square feet. 

Kenneth L. Brownell, now general 
manager of Diamond Gardner’s New 
England division, started developing 
ideas for the Concord store when he 
was manager of retail yards and 
stores for the California division. 

“I wanted to display heavy and 
cumbersome yard materials under a 
covered sales area,” he said, recalling 
this month how he took his ideas to 
Lindenberger at the 1956 NRLDA 
Exposition. 
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“I discussed these ideas with Jim 
and out of our series of meetings he 
and his staff of engineering experts 
developed plans for our new layout—an 
integrated store and warehouse -sales 
area for contractors and consumers.” 

The new store is the first unit in 
an extensive program of new store 
construction and remodeling being 
undertaken by the 55-yard chain in 
the California retail division under 
the general management of C. E. 
Hinshaw. Brownell has started a sim- 
ilar program for New England, where 
the corporation operates 35 yards. 

Selected after an extensive market 
study, which included aerial surveys to 
determine residential building trends, 
the new Diamond Gardner layout cov- 
ers seven acres fronting a main high- 
way. Outside lumber storage takes 412 
acres. 

The new yard was planned with 
these goals in mind: 

* To attract more homeowner busi- 
ness 


* To cut the cost of serving consumer 
trade 

* To encourage partial self-service 

* To help sell major home improve- 
ments and new home jobs 

* To provide efficient, low-cost serv- 
ice to contractors 

* To boost both volume and profits 

Unusual entrance. Architect Lind- 
enberger placed the store 30” above 
grade with glass walls fronting the 
highway. At night the store becomes 
a brilliant billboard. After parking in 
a large paved lot, a customer walks 
along a landscaped area to a red- 
wood-framed paved patio, where sea- 
sonal merchandise is displayed. 

Store and warehouse are post-and- 
beam construction. The store, which 
utilizes Streater fixtures, is semi-self- 
service for small cabinet hardware, 
hand and power tools, paint and paint 
accessories and electrical goods. 

Bargain items are found just inside 
the door; an 88¢ bargain table is 
piled high with small hardware items. 
Garden tools and other promotional 
items are used as traffic builders. An 
extensive home planning center is 
found at the far end of the store. A 
sales and service center for contrac- 

(continued on page 38) 
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SPACIOUS PARKING LOT leads along land- 
scaped area. 
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UP RAMP to redwood-framed patio sales section. . . INTO STORE, which is semi self-service. 


PRODUCTS ARE 
DISPLAYED to en- 
courage homeown- 
er trade. 





““A"’ FRAMES are used to store finish, trim and dimension 
lumber. . . 


STORE AND WAREHOUSE are connected by 40 feet of glass 
wall and glass doors. . . 





PACE-SETTER 


(begins on page 36) 





tors is located between the warehouse 
and store. 

Two salesmen and a cashier cur- 
rently handle store sales, but manager 
Howard Underwood plans to hire 
another salesman, probably a woman 
paint expert. 

Store and warehouse are actually 
one big sales area separated by 40 
feet of glass wall and swinging glass 


PLYWOOD AND HARDBOARDS are 
stocked horizontally, doors vertically. 


doors, Staffed by a foreman and a 
yardman on weekdays and a second 
yardman on Saturdays, the skylighted 
warehouse stocks a representative as- 
sortment of everything found in the 
yard. A vertical saw is convenient to 
the plywood and hardboard storage 
racks and a power cutoff saw is 
nearby. 

Warehouse merchandising. Finish, 
dimension lumber and trim are 
stocked on A-frames; plywood -and 
hardboard panels in horizontal racks. 
Every item in the warehouse is piece- 
priced, including dimension lumber. 

“We intend to keep up with piece- 
pricing,” declared Underwood. He said 
one goal of the new yard is to in- 
crease the gross profit margin by 
three percentage points. 

“This means we must boost our 
homeowner volume to keep pace with 
the higher volume, lower gross of our 
contractor trade,” Underwood added. 
“We think we can serve contractors 
better from here than the big water- 
front yards in Oakland and San 
Francisco. Our added room makes it 
possible to buy more items, just as 
they do, in carload lots.” 

Saturday trade has been surprising- 
ly good ever since the store. opened 
early this year, Underwood said. _ 

“All we need is a few major sales 
on Saturdays to make this day very 
good for us. We’re beginning to worry 
how to handle it later this spring. 
We've got something going all the 
time for the homeowner trade, just 
like Sears.” 

The new Diamond Gardner store, 
which replaces the company’s older 
store building in Concord, has given 
the firm space to add new lines and 
expand others like builders’ hardware. 
Added space has also enabled it to 
get a price break by buying in large 
quantities. Contractors can get better 
service because of large stocks kept 
on hand and the big surfaced storage 


STORE MANAGER UNDERWOOD and 


his assitant, Joe Dutra go over plans. 


yards. 
Some of the added space is being 


used by a contract prefaber, who 
erects homes for builders in the area. 
The only relationship between Dia- 
mond Gardner and the prefaber is 
that of supplier and customer. 

“Our service costs are very low,” 
said Underwood. “The prefaber buys 
lumber in banded units and all we do 
is drop it where he wants it. This 
naturally is a low gross profit opera- 
tion, but the volume is excellent. Be- 
fore we moved here, the prefaber 
used his own yard and his costs were 
higher.” 

To keep the store, warehouse and 
yard neat as a pin, the firm employs 
a full-time custodian-gardener. 

“Once we allow the place to get 
cluttered, we’re just another lumber- 
yard,” explains Underwood. 

Underwood directs the overall op- 
eration with personnel totaling 20. He 
specializes in contractor sales while 
his assistant, Joe Dutra is in charg: 
of “front end” sales to the homeown- 
er trade. 

Concord, a community of 20,000, 
is located in the San Francisco East 
Bay trading area with a trading pop- 
ulation exceeding 500,000. 
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One-Stop Shopping 
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Cash-and-Carry Yard Designed for 


Fast Turnover, Limited Selection 


The first cash-and carry yard from 
the office of American Lumberman’s 
architectural consultant, Jim Linden- 
berger, has just come from the draw- 
ing board. Construction will start next 
month and the new yard in Spring- 
field, Ill., will open in late summer. 

C. A. Dawson, who is opening the 
first cash-and-carry yard in the Spring- 
field area, also has a service-type re- 
tail building materials business in 
Jacksonville, 35 miles from Spring- 


=a. 2. S10'NG 





field, which he will continue to 
operate. 

The large acreage highway site on 
which Dawson will build is just out- 
side the city. It is being carefully- 
engineered for large-scale receiving, 
storing and selling of carefully-selected 
building products that are best-sellers. 

This will be a non-service operation, 
according to Dawson, organized so 
customer traffic will move through 
the self-service warehouse past the 


CONTROLLED FLOW of customers is assured by design of new cash- 
and-carry yard to be built in Springfield, Ill. Both store and yard will 
stock only best-sellers. Plumbing and heating equipment will be fea- 


tured in store. 
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checker-cashier stations, as shown in 
sketch below on this page. 

Trim and framing lumber will be 
rolled down the 20-foot aisles on con- 
veyors set up lengthwise to the rail 
siding. They will be piece-handled into 
storage on either side of the convey- 
ors. Customer access is on the opposite 
sides of these lumber piles and custo- 
mer traffic does not cross the convey- 
or lines. 

In addition, there will be a storage 
warehouse for plywood, sheetrock, 
shingles and other palletized building 
products, as well as heating and 
plumbing equipment, which will also 
be sold self-service, cash-and-carry. 

The lumber storage and covered 
warehouse structures are steel post and 
steel beam, wood joists and deck 
with builtup roof. They are designed 
so they can be switched immediately 
to mechanized handling of unitized 
lumber, if it becomes desirable. The 
main semi-heated warehouse building 
(40’x40’) is masonry construction. 
The office structure (40’x64’) is ex- 
posed timber framing. A _ carefully- 
marked parking area, modern high- 
way signing and a landscaped entrance 
will make the entire business attractive 
from the highway. 

Large quantity sales will be solicited 
and only top quality materials will be 
offered, according to Dawson, who 
expects elimination of all customer 
services, including credit, will appeal 
to large-volume buyers within a 100- 
mile area. Customers seeking service 
will be directed to Dawson’s yard in 
Jacksonville. 
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LONG-BELL SAYS their new store was 
designed to ‘‘provide our customers, who 
include as many women as men, with 
comfortable, pleasant shopping facilities 
and with adequate parking.” 
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New Store Answer to Competition” 


Long-Bell's newest retail outlet, adjacent to small shopping cent- _—revolutionized retailing throughout 
those industries. Equally important in 


er, built to attract more consumer business. this revolution was the consumer’s 
preference for shopping centers and 
self-service facilities. 

Long-Bell’s answer to competitors “It’s our answer to the inroads into ““We have drawn the conclusion 
is their new store in Midwest City our lumber industry by competitors that we, too, need a ‘package.’ We 
(25,000 pop.), 10 miles from Okla- for the home improvement market must provide our customers. with 
homa City. and by the manufacturer of synthetic comfortable, pleasant shopping facil- 

Explaining the new store to em- products to replace lumber itself. ities and with adequate parking.” 
ployes in their publication, “The Re- “Packaging, as it pertains to de- Although 70% of sales in the Mid- 
tailer,” Long-Bell said: partment, drug and grocery stores west City yard have been to con- 


DISPLAY AREA is 2,800 square | 
feet with 900 square feet of 
inventory storage, plus offices. 
Building is 46’x100’. Three 
strips of fluorescent tubes 
against an acoustical tile ceil- 

ing furnish excellent lighting. 





FIXTURE CLOSEUP showing how a man- 
ufacturers’ display can be attached to 
an island end. Standard fixture is 54” 
high and five feet wide. 





tractors, the new store facilities are 
planned to boost consumer business. 
Many products like wallpaper and 
paint, also complete packages like the 
model kitchen, are aimed at the 
housewife as well as the contractor. 

Displays in the new store actively 
promote both new home and home 
improvement business. Although the 
firm takes full responsibility for the 
sale, actual construction is handled 
through Long-Bell’s contractor cus- 
tomers. 

Paul Ergang, merchandising con- 
sultant for American Lumberman 
assisted in product arrangement and 
fixture merchandising. 


“Fixturing and product selection,” 
said Ergang, “was aimed at the do-it- 
yourself customer. We didn’t want to 
make it too pretty. You always know 
you’re in a lumberyard store.” 

The basic fixture, a Long-Bell mod- 
ification of American Lumberman'’s 
design, is 54” high and five feet wide 
with from one to three shelves for 
display on either end. There are 12 
of these units throughoui the store. 


Architect-designed. Architect Paul 
Harris, Lawton, Okla. worked with 


MODEL KITCHEN 
featuring builtins is 
one major display § 
intended to pro- § 
mote big _ ticket 
sales. 


Ergang on the job. The basic frame- 
work of the building consists of steel 
uprights and trusses carried in stock 
for small churches and similar build- 
ings. 

The store is semi self-service with a 
customer control center in the middle. 
Paint is displayed on the floor rather 
than against the wall. Impulse mer- 
chandise, changed frequently, is dis- 
played near the entrance. 

The new store is adjacent to a 
small shopping center and both share 
the same parking lot. 











Air-dried QUALITY LUMBER 


Circle No. 457 on Handy Cover Card 


Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE — HEMLOCK 
DEFEND YOUR TRADE WITH 


MENOMINEE INDIAN MILLS 
Neopit, Wisconsin 


Kiln-dried 


TWO NEW 
SERIES OF 
PAINT 
SPRAY 
GUNS 


Ww. C. D. 
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announces a Complete Line for ’59: 


THE 
CAMPBELL-HAUSFELD 
COMPANY 
281-C Railroad Ave., 

Harrison, Ohio 


HAUSFELD 


/ 


EIGHT 
COMPRESSOR 
SERIES 


. over 2 dozen 
models to choose 
from. Hi-volume, 
mobile or station- 
ary tank units. 


. . . for all materials and fin- 
ishes. 9 models available rang- 
ing from Home Workshop type 
to Professional and Hi-Pro- 
duction models. 


PLUS... comprere accessory EQUIPMENT—material 
tanks, regulators, respirators, hose and fittings. 


Write today for New Catalog cH-100! 


Circle No. 458 on Handy Cover Card 
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FOR BLACKTOP 


AL-CHROMA 








Contains the 
finest quality 
Alcoa Aluminum 


AL-CHROMA PAINT CO., INC. 


STEVENS POINT, WISCONSIN 
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BEATTY HOME CENTER includes an integrated warehouse of 
4,224 square feet. Covered patio area will be used for sales 
of outdoor living products. 


New Store Construction 


Combines Steel 


Frames 


With Lumber 


Store and sales warehouse built as in- 
tegrated unit for small line yard organi- 
zation. 


Located on a hilltop highway site within stone’s throw 
of a small shopping center, the new Beatty Home Center 
in Orland Park (1,400 pop.) IIl. is capitalizing on a fast- 
growing residential area. 

This new integrated store and warehouse is the second 
designed for the I. N. R. Beatty Lumber Co. by James N. 
Lindenberger, Chicago architect and consultant to Ameri- 
can Lumberman. Beatty operates eight Illinois yards. 

The new store utilizes 100’ clear-span low-pitch Butler 
steel frames spaced 16’ on centers; 4” double T&G fir 
roof deck; 2x6 frame walls with Texture 1-11 fir plywood 
exterior siding. The curtain walls are redwood and 2” 
plate glass. 

Low-profile steel bents combine handsomely with the 
timber decking and frame walls to provide space for 
maximum volume and flexibility for sales, display and 
storage. No interior bearing walls interfere with possible 
showroom expansion. 

Showroom area is 1,800 square feet; offices 150 square 
feet; sales warehouse, constructed so that 16’ bays of 
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SLIDING GLASS DOORS separate store from 
warehouse sales area, where even dimension 
is piece-priced. 


ca 


BUTLER STEEL FRAMES are the basic structural units in the 
new store. Decorator center, in far left corner, attracts women. 


1,600 square feet can be added, now total 4,224 square 
feet. Showroom cost per square foot was $12; sales 
warehouse, $6. 
Consumer sales have shown a remarkable increase since 
the store opened last fall, according to manager Ray 
Shank. About 50% of the homeowner customers are 
women, he reports, They usually head for the decorating 
center, which has a color-mixing system and a pile of 
wallpaper books. 
Paint sales have been rung up every day but two since 
the store opened, Shank says. Sales of wallpaper, a new 
line, have been excellent. No inventory is carried, but 24- 
hour deliveries are made on orders. A model kitchen with 
builtins will be installed and Shank plans a strong promo- 
tion on kitchens and screened porches, Sales of green 
goods are underway from a low island up front; in warmer 
weather a covered patio area will also display lawn ' eee ee b 
ee equipment, fertilizers and similar out PRESIDENT ROSS w. BEATTY and American 
Every item in the warehouse sales area will eventually Lumberman's architectural consultant Linden- 
be price-marked, Shank said. Store and warehouse are berger, who designed two of Beatty's new 
separated by sliding glass doors. The four-man operation stores. 
is handled by Shank, assisted by a store salesman, a com- 
bination truck driver and warehouseman and a _ truck 
driver. The store is open on Friday nights until 9. 
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Specifications and market data for products you can sell 


new PRODUCTS 


Use Inquiry Card on Back Cover for More Facts 


Glidraulic Door Closer 


A new type of closer for storm and 
screen doors is now available. Called 
the Glidraulic No. 10, it is fully hydrau- 
lic and has a completely sealed mecha- 
nism that requires no adjustment for 
climatic conditions. The door closer 
closes evenly and smoothly at the 
same speed no matter how wide the door 
is opened, says maker. An added feature 
increases the closing power of the door 
during the last inch of travel to provide 
additional latching power for the door. 
The new closer is not affected by wind 
conditions. 


Market data. A recent series of tests on 


the Glidraulic showed that it would 
withstand one million openings and clos- 
ings without any evidence of wear or 
breakdown. This is equal to about 75 
years of normal household use. The 
manufacturer offers a 15-year guaran- 
tee on the closer in residential use. Its 
suggested retail price is $5.95. Available 
now through wholesalers, the closer is 
an ideal item for both consumer and 
contractor sale. Dealer sales aids in- 
clude a counter display, ad mats and 
literature. The Illinois Lock Co., Dept. 
AL, 812 S. Ada St., Chicago 8, III. 

Circle No. 201 on Handy Cover Card 


Wall Paneling 

Smoke-gray in color, Forest Thrif- 
Tone has a tempered, baked-in, pre- 
finished surface that needs no paint or 
added finishing. Primarily designed as a 
low-priced interior hardboard paneling, 
it is completely washable. It is offered 
in two wall paneling styles. A Random 
Plank pattern has random-spaced V- 
grooves with shiplap edges, size 4’ x 8’ 
x 1/4”; the Tee-N-Gee pattern comes in 
long, narrow strips, size 16” x 8’ x 4%”, 
with tongue-and-groove edges, assuring 
an accurate fit. Both styles can be applied 
with nails, glue, staples or mastics over 
solid wails, ceilings, furring strips or 
framing members. If another color is de- 
sired, one coat covers with true depth of 
color, says maker. 

Market data. Using Thrif-Tone, a 
homeowner can panel a 16’ wall quickly 
and easily for less than $20, announces 
maker. Forest Fiber Products Co., Dept. 
AL, P. O. Box 68P, Forest Grove, Ore. 

Circle No. 202 on Handy Cover Card 
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Six-Foot Folding Rule 


A new heavy-duty, six-foot folding rule 
with 30% thicker sticks than standard 
type folding rule sticks is announced. 
Called the Big 6, its straight grained 
hardwood sticks with green ends are 
protected with a new tested plastic coat- 
ing that lasts longer on rough con- 
struction jobs, maker says. The Big 6 is 
an outside reading rule. It also is avail- 
able in the inside reading type, designa- 
ted the Big 6F. : 
Market data. Each rule is packaged in 
a colorful new type hanger for perfora- 
ted hardboard display. A display flag 
packed with each box of six carries a 
selling message for counter or window. 
Introductory retail price is $1.89 each 
for the Big 6 or for the Big 6F. Stanley 
Tools, div. of The Stanley Works, Dept. 
AL, 111 Elm St., New Britain, Conn. 
Circle No. 203 on Handy Cover Card 


Buster Crabbe Swimming Pool 


The Buster Crabbe Unitized Swim- 
ming Pool kit contains everything needed 
to install a big size 16’ x 32’ in-the- 
ground pool. The unitization process 
utilizes | preconstructed Wolmanized 
lumber panel walls of standard 16’ 
lengths, which bolt together at the ex- 
cavation site to form a pool of any de- 
sired dimensions. The pool builder in a 
matter of 48-man hours can install rec- 
tangular pools measuring 16’ x 32’ or 
16’ x 48’, says maker. In addition, the 

(continued on page 46) 


‘‘No Heave”’ Anchor 


Called Ankorite, a “no 
heave” anchor is easily at- 
tached to the maker’s Gold 
Crown steel fence posts. It 
is said to supply three 
times the holding power in 
gullies, low spots and light 
soil and to resist frost-heave. 
Its retail price is 15¢ each. 
Packed in boxes of 50 each, 
the new anchor is an item 
for consumer sale. Calumet 
Steel Div., Borg-Warner 
Corp., Dept. AL, 200 S. 
Michigan Ave., Chicago, III. 
Circle No. 204 on Handy Cover Cord 


Built-in Super Grip 


A new low-priced Super 
Grip screwdriver line fea- 
tures an extra comfortable 
vinyl grip permanently lock- 
ed into amber slotted un- 
breakable handle through a 
new patented construction. 
It will not slip, slide, twist 
or come off in use, says 
maker. It has forged steel 
blades, nickel-plated handle. 
Available through jobbers. 
Bridgeport Hardware Mfg. 
Corp., Dept. AL, Bridge- 
port, Conn. 

Circle No. 205 on Handy Cover Card 
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PLASTER and MORTAR MIXERS CONCRETE MIXERS BUILDERS’ and ROOFERS’ HOISTS 7 A 
6 models, 200, 300, 400, 500 


6) Pn MERCHANDISE! 


2 models, 3% and 6 Cu. Ft 750 and 1000 ibs. capacity 
e% 
PLUMB ‘3 SHOP MERCHANDISER racks all the 
CONCRETE MIXERS POWER TROWELS 
ONCRETE MIXED eR TROW chrome-plated flexible copper tubes, valves, 
3 models, 3% to 6 Cu. Ft 4 sizes; 24”, 297, 34", 44”. fittings, necessary for water supply hook- 


ups to kitchen sink, wash basin and toilet. 














help win bids ... at a profit 
50 years of specialized experience . . . superior design . . . SELL YOUR CUSTOMERS WITH. ao 


quality materials and parts . . . rugged consiruction .. , are the 
contributing factors that establish Muller Machines leadership. a aoe ener “dane 
No other light construction equipment surpasses the low-cost, 
trouble-free performance of Muller Machines. Win more bids "re 
by basing your costs on Muller-mechanized operations. bal 

In addition to the units illustrated, other Muller Machines 
include: Floor and Tower Hoppers, Concrete Carts, Foundry 
Core Sand Mixers, Space Heaters. 


Write for literature, prices, name of 
local dealer. Dealers: Profitable dis- 
tributorships open. 


MULLER MACHINERY COMPANY, INC. ps 


Metuchen 9, N. J. : Cable Address: MULMIX = 


",.. step over to my plumbing "... select the right combina- 
department.” tion for the job.” 
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". . - step-by-step directions go “...only Plumb Shop gives profes 
right along on the job.” sional appearance and quality.” 


*FREE MERCHANDISE! 


Five chrome-plated angle valves ($6.75 retail valve) 
absolutely free with purchase of either the #100 or 
#200 Plumb Shop Merchandiser. 


PLUMB 3, SHOP © 1958 Plumb Shop 





PLEASE SEND: AL 


0 Explanatory Folder 
0) Merchandiser #100 (327 pe. asstm't.)__ $97.50 
OC) Merchandiser #200 (122 pe. asstm’t.)__ $42.68 


NAME. 
ADDRESS. 
CITY. STATE, 
WHOLESALER 
(Do not send payment. Your Wholesaler will invoice you. ) 











“JUST A FRIENDLY REMINDER To suGcesT SCOTCH’ 
BRAND MASKING TAPE WITH EVERY PAINT SALE, FILBERT! 

















“SCOTCH” and the plaid design ore registered trademarks of 3M Co., St. Paul 6, Minn. 


Sie © 
Miwnesora Vfinine ano \fanuracrunine wa OM arenes ae PLUMB @ SHOP 


s+ WHERE RESEARCH IS THE KEY TO TOMORROW 1341 TEMPLE + DETROIT 1, MICH. 
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NEW PRODUCTS 


(begins on page 44) 





walls may be arranged to form varying 
straight line shapes, such as “L” shapes. 

Except for excavation of the hole, no 
actual construction steps are  neces- 
sary. 

The pool is merely assembled and in- 
stalled and comes complete with pump, 
filtration system, vinyl! liner, fittings, 
pool copings, in addition to the unitized 
walls, 

Market data. The unitization process 
allows each Buster Crabbe Pool to be 
factory-built to standard specifications, 
then sold as a complete ready-to-install 
package. The pool retails for about $2,- 
000 fully installed, or approximately $1,- 
300 owner-installed. The retail markup 
on cost is 35%. Minimum dollar invest- 
ment for a dealer is $660. Cooperative 
advertising allowances are available. 
Sales aids include displays, literature, 
outdoor plastic illuminated sign and ra- 
dio and TV scripts. Cascade Pools, Dept. 
AL, 811 Highway 33, Trenton 9, N. J. 

Circle No. 206 on Handy Cover Card 


Drop Cloth 

Trade-named Lamiduk, a new drop 
cloth is securely bonded with a high 
density polyethylene film, making it 
immune to penetration by today’s paints 
and chemicals, without destroying the 
absorbency and pliability so essential in 
a drop cloth, maker says. Additional 
features include triple-stitched seams, 
washability and individual packaging. 

Market data. Lamiduk drop cloths are 
available through 2,000 distributors or 
direct from maker in all popular sizes 
and weights plus custom sizes to suit 
special requirements. Suggested retail 
price of a 9’ x 12’ drop cloth, medium 
weight, is $9.90. The heavy weight, 
9 x 12’, stock size retails for $11.25. 
Offering a dealer discount of 33% %, the 
drop cloth is packaged in a clear poly 
bag. It is primarily an item for contrac- 
tor sale. Sales aids include catalog sheets 
and envelope stuffers. General Garment 
Co., Dept. AL, S. W. Cor. Amber & 
Hagert Sts., Philadelphia 25, Penna. 

C'rcle No. 207 on Handy Cover Card 
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Plastic Film Has Aluminum Mesh 


A new, clear tough plastic fiim that 
is reinforced with an aluminum mesh 
which is permanently bonded within to 
make it strong and lasting is available. 
Called Alum-A-Glass, it provides an in- 
expensive, lightweight, reusable storm 
window and door insert material. The 
Alum-A-Glass resists tearing because of 
the sturdy aluminum reinforcement. It’s 
ideal as a closure for all types of con- 
struction and for protecting porches, 
breezeways or patios. It can be used as a 
replacement for glass in greenhouses and 
cold frames. 

Market data. Alum-A-Glass is offered 
to the consumer in 150’ rolls, 36” wide 
at approximately 8¢ per square foot, or 
$36 per roll. It is available direct from 
Clark Wire & Supply Corp., Dept. AL, 
13131 Almeda Road, Houston 21, Texas. 

Circle No. 208 on Handy Cover Card 


Built-In with 18”-Wide Oven 


A new Modern Maid gas built-in oven 
is announced by Tennessee Stove Works. 
Featured is a beautiful recessed control 
panel with no exposed oven vent. A giant 
18”-wide oven is standard on all models. 
Available also is the Roastender, which 
buzzes and cuts off the oven at the se- 
lected temperature, a triple spit rotisserie 
and chrome oven door lining. The gas 
ovens are interchangeable in the same 
24” oven cabinet with the Modern Maid 
electric ovens. 

Market data. Suggested retail price of 
the Modern Maid double oven gas range 
model GO-42 PAR pictured above is 
$420. Available now direct from the mak- 
er, it is primarily an item for contractor 
sale. Tennessee Stove Works, Dept. AL, 
Chattanooga 1, Tenn. 

Circle No. 209 on Handy Cover Card 


Fiberglass Panels in 18 Colors 


A new DeCor line of reinforced fiber- 
glass panels features a decorative em- 
bossed finish. The panels are available 
in 18 colors that provide a complete 
range of light transmitting qualities. 
These reinforced fiberglass panels are 
shatterproof and resistant to moisture and 
weather. Easy to handle, they can be 
worked like plywood, with hammer and 
saw. They may be used for carports, 
breezeways, patio covers and awnings. 
Indoors, they make ideal decorative par- 
titions, portable screens, suspended lum- 
inous ceilings and room dividers. 

Market data. DeCor fiberglass panels 
feature 24%” corrugations and are made 
26” and 34” wide in 8’, 10’ and 12’ 
lengths. Suggested retail price is 60¢ per 
square foot. Handy accessories also are 
available to make installation easier. 
Resolite Corporation, Dept. AL, Zelien- 
ople, Penna. 

Circle No. 210 on Handy Cover Card 


Halts Cannibalism Among Chicks 


Development of a new ruby red fiber- 
glass reinforced plastic panel that can 
successfully combat chicken cannibalism 
when used in poultry houses is an- 
nounced. The new panels are now avail- 
able in flat for glazing and 22” corruga- 
tion for side lighting or sky lighting. They 
are easily sawed, drilled and nailed. Us- 
ing air at a value of 100, the ruby red 
panels have a light transmission value of 
21 and heat transmission value of 55. 

Market data. Suggested retail price of 
the ruby red panels is 59¢ per square 
foot. Usual retail markup on cost is 
33% %. Available now from about 150 
building material wholesalers, the panels 
are an ideal item for both consumer and 
contractor sale. Minimum dollar invest- 
ment for a dealer is $600. Sales aids in- 
clude samples and literature. Filon Plas- 
tics Corp., Dept. AL, 2051 E. Maple 
Ave., El Segundo, Calif. 


Circle No. 211 on Handy Cover Card 





Mower Spark Plugs 


This power mower spark 
plug is attractively carded 


to appeal to every power 
mower owner. One plug 
size fits all standard power 
mowers, both 2 and 4 cycle. 
It is ready to install with 
gasket included. Free wire 
rack display with 12 carded 
power mower plugs will fit 
on counter, wall or between 
shelves. Each plug retails for 
$1.89. Stitt Ignition Co., 

Dept. AL, 86 E. Ist, Colum- 
bus 1, Ohio. 

Circle No. 212 on Handy Cover Card 
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Foolproof Burglar Protection 


Guaranteed privacy now can be had 
in the home with a new one-piece Sasse 
Burglar-Proof Door Lock, says maker. 
Smartly designed, the simple device 
mounts on the inside of door frame with 
just two screws. It is designed to fit all 
doors opening inward. Fingertip touch 
controls both locking and _ unlocking 
process. 

Market data. The Sasse Door Lock is 
made of solid, polished brass or chrome 
finish and will blend with any decor. It 
retails for about $1. Ekstrom Enter- 
prises, Dept. AL, P. O. Box 187, Po- 
mona, Calif. 

Circle No. 213 on Handy Cover Card 


Aluminum Louver Shutter 


An aluminum house shutter, formed 
in a louver pattern, is permanently 
finished in lifetime baked enamel. 
Colors are green, red or white. The ma- 
ker claims it will not rot, warp, rust 
or blister. Fabricated from three stamp- 
ings, the unit is simple and trouble-free. 
It is screwed firmly to the building. 

Market data. The new shutter can be 
quickly installed by a homeowner from 
instructions included with each pair. It 


Introduces New Door Hardware 


Kennatrack’s new 675 Custom series 
hardware features a spring-loaded hanger 
that enables a builder to remove the 
doors for painting without the usual re- 
adjustment of hangers. The hangers snap 


is made in one size, 16” wide x 59” long. 
Length is easily adjusted to window di- 
mensions. Shutters are packaged in pairs 
in an attractive self-selling carton in- 
cluding painted installation screws. Six 
pairs are packed to a shipping carton. 
Shipping weight is 52 pounds. List price 
is $22.50 per pair. The shutter is avail- 
able direct from maker. Modern Ma- 
terials Corp., Special Products Div., Dept. 
AL, 7018 South St., Detroit 17, Mich. 
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Knee-Bar Stepladder 


The new Rich Knee-Bar aluminum 
stepladder assures safe support where it’s 
needed most, right at knee level. While 
standing on the wide-and-deep working 
platform with all weight forward, the 
Knee-Bar provides positive balance while 
painting or cleaning walls and ceilings. 
The Knee-Bar weighs only 2% pounds 
per foot and is available in 4’, 5’ and 
6’ heights. The big working platform and 
braces are set in grooves, permitting flat, 
compact folding for easy storage. Heavy 
rubber shoes on all four feet, plus ribbed 
steps, provide sure footing and prevent 
skidding, says maker. An added feature 
permits roller-type trays to be hooked on 
to the front of the Knee-Bar within easy 
reach. 

Market data. Suggested retail prices of 
the Knee-Bar are $9.95 for the 4’, $12.95 
for the 5’ and $15.95 for the 6’. The 
usual retail markup on cost is 40% 
Available now through hardware distrib- 
utors or direct from the maker, the step- 
ladders are packaged one to a bundle. 
Howard B. Rich, Inc., Dept. AL, Carroll- 
ton, Ky. 
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on and off quickly and easily before or 
after trim is in place. Spring knee-action 
design assures simple installation of 
138” doors up to 100 pounds, which are 
fully supported by the hangers. There 
are two hangers to a door; each hanger 
has four low-friction floating nylon 
wheels which automatically compensate 
for door warpage. Rugged extruded 
aluminum track is designed for simple 
top center mounting. 

A new type of hanger (FA) which 
provides instant door mounting and fin- 
gertip adjustment also is available for 
bypassing and pocket doors. All Kenna- 
track gliding door hardware is packaged 
in complete sets, including track, hang- 
ers, screws, guides and installation in- 
structions. 

Market data. Available from jobbers, 
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Home Workshop Table or Desk 


A new, low-cost, all-purpose table is 
30%” high. Its hard maple top is 
14%” x 30” wide x 60” long. It also fea- 
tures a reinforced shelf 20” x 51” for stor- 
age and foot rest. Finished in medium 
gray, it blends with any room. Called 
the Grizzly work table, it is ideal as a 
desk in the home or as a table in the 
workshop. 

Market data. Manufactured in four 
parts (top, two legs and shelf), the 
Grizzly work table is quickly assembled 
into a rugged, rigid unit. A drafting 
conversion kit is available as an acces- 
sory. The table retails for $49.50 fob, 
Cleveland; $55.50 with drafting conver- 
sion kit. Pucel Enterprises, Inc., Dept. 
AL, 3746 Kelley Ave., Cleveland 14, 
Ohio. 
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Acoustical Ceiling Tile 

A new super-smooth, washable acousti- 
cal ceiling tile has tongue-and-groove 
flange joint for error-free application. 
Random pattern with three hole sizes 
creates a subdued appearance. Called 
Random Drilled Calendered Acoustical, 
it is ideal for home as well as com- 
mercial installations. It is made of eco- 
nomical wood fiber in 12” x 24” tiles 
that are center-scored to simulate 12” x 
12” tiles. 

Market data. Suggested retail price of 
the new tile is 18¢ to 20¢ per square 
foot. Usual retail markup on cost is 
40%. It is available through 110 dis- 
tributors and is primarily an item for 
consumer sale. Minimum dollar invest- 
ment for a dealer is the price of a 2M- 
foot inventory, involving about $270. 
Sales aids include a 2’ x 4 wall dis- 
play. Simpson Logging Co., Dept. AL, 
Shelton, Wash. 


Circle No. 217 on Handy Cover Card 


the hardware is primarily an item for 
contractor sale. Minimum dealer order is 
a standard pack of 12 sets. Sales aids 
include catalog pages, literature and a 
floor display. 

Savings to builders of up to $18 are 
offered in a special half-price hardware 
promotion just announced. Builders may 
save from $2 to $18 with the purchase 
of any complete sliding or folding 
door hardware set or prefabricated unit. 
The promotion ends Aug. 31. The cam- 
paign will be keyed to a coupon which 
may be redeemed for a half-price pur- 
chase of a complete set of Kennatrack 
hardware. Kennatrack Corp., Sub. of 
Ekco Products Co., Dept. AL, P. O. Box 
677, Elkhart, Ind. 
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new SALES AIDS 


For Details See New Inquiry Card on Back Cover 


Literature Rack Announced 


A new literature rack attaches to the 
bottom of the manufacturer’s point-of- 
purchase wallboard display to make a 
complete selling center. The two units 
offer the customer a choice of Formica’s 
72 sample colors and patterns from the 
unusual wallboard, as well as attractive 
decorating suggestions for kitchen, bath- 
room and other rooms of the home, 
through printed. literature. Formica 
Corp., Dept. AL, 4614 Spring Grove 
Ave., Cincinnati, Ohio. 
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Uses Trademark in Promotion 


First use of its new trademark by the 
California Redwood Assn. was timed to 
coincide with the beginning of a new 
merchandising program, which got un- 
derway this month with the mailing of a 
special brochure to dealers. The bro- 
chure offers dealers point-of-sale mate- 
rials contained in the program. Mer- 
chandising pieces prepared by the as- 
sociation include matchbooks, stationery 
stickers, package and lumber stickers, an 
envelope postage meter design, counter- 
top literature dispensers, window stream- 
ers, door stickers, CRA Certified Kiln- 
Dried product stickers and California 
redwood product tags. 


Repetition of the new trademark in 
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CRA advertising and on merchandising 
pieces is designed to create instant 
recognition on the part of the consumer. 
California Redwood Assn., Dept. AL, 
576 Sacramento St., San Francisco 11, 
Calif. 
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Door Switch Demonstrator 


The Winterburn Mfg. Co. announces 
the availability of a counter display of 
its Dazic magnetic door switch. The 
demonstrator may either be purchased 
outright or supplied at no charge with 
a stocking order of 50 units or more. 
The colorful display, made of plastic 
and wood, simulates a swinging and 
sliding door. Action of the door switch 
is demonstrated by the automatic light- 
ing of a small bulb atop the display 
whenever either of the doors is opened. 
In actual installation the switch can also 
be used in conjunction with folding 
doors and can be wired for normally 
opened or closed circuits, says maker. 
The Winterburn Mfg. Co., Dept. AL, 
Putnam, Conn. 
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insulite Ceilings Display 


A wall display, approximately 28” 
square, is designed to help dealers mer- 
chandise the complete line of six differ- 
ent Insulite ceiling tile products. Four 
12x12 tongue-and-groove tiles easily slip 
into the display’s wrought iron frame to 
show how the tiled ceiling will appear 
in the home. Any of the various six In- 
sulite ceiling tiles fit into the display. 

An eye-catching top sign to identify 


the product’s display is provided with 
each display kit. Smaller signs, which 
identify each of the Insulite tiles, fit at 
the bottom of the display’s frame. Insu- 
lite, Dept. AL, 500 Investors Bldg., Min- 
neapolis 2, Minn. 
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Window Streamer Kit 


A new six-piece Vina-Lux window 
streamer kit is announced. The streamers 
have strips of pressure sensitive tape for 
easy application to windows. They are 
printed in shades of aluminum grey, with 
vermilion fluorescent accents. The hori- 
zontal streamer is 12” x 25”. The vertical 
streamer, 9” x 36” in size, is perforated 
every nine inches to permit separation of 
sections into varied window designs. Sug- 
gestions for window designs are enclosed 
in the kit, which is available at no 
charge. Azrock Products Div., Uvalde 
Rock Asphalt Co., Dept. AL, Frost Bank 
Bidg., San Antonio, Texas. 

Circle No. 229 on Handy Cover Card 


Package with Ceramic Corner 


Known as Forum, a new line of ceram- 
ic tile provides Miraplas dealers with 
an opportunity to offer a complete range 
of tiles from inexpensive plastics to the 
highest grade ceramics. To sell the ce- 
ramic tile, Miraplas is introducing a new 
marketing approach. A complete mer- 
chandising package with a ceramic corner 
board is available to show the customer 
what the tile installation looks like. 

A counter display board with the com- 
plete line of Forum ceramic tile using 
large samples of tile also is offered. Other 
merchandising aids include a 3-D floor 
and wall display as well as a sample book 
showing actual samples of 442” Forum 
ceramic tile in every color. Forum tile 
is available through floor covering dis- 
tributors in a selection of 16 colors. 
Miraplas Tile Co., Dept. AL, 990 Par- 
sons Ave., Columbus, Ohio. 
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Panelok Wall System 


A striking floor display featuring the 
functional new Panelok Wall System an- 
nounced by Masonite Corp. is given to 
dealers ordering a basic stock of the 
grained hardboard panels, lockstrips and 
accessories. In the rack is a colorful 
presentation book for use on the sales 
floor. Misty Walnut is the pattern of 
panels shown in photo at right; other 
patterns are available. The open triangle 
permits the dealer to insert cardboard 
printed with a promotional message. 
Masonite Corp., Dept. AL, 111 W. Wash- 
ington, Chicago 2. 
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Saran Cloth Display Rack 


An aluminum display rack and col- 
orful metal sign with the first order of 
three rolls of Ru-Son Saran Outdoor 
Furniture Cloth is offered by _ the 
manufacturer. The stand measures 
18” x 13” x 34”. On 35 yard rolls, the 
cloth is 15” wide and is available in 
three stripe patterns: green and white, 
red and white and multi-color. The cloth 
is said to be stain-proof, mildew-proof 
and fade resistant. Ru-Son, Dept. AL, 
278 Johnston Ave., Dept. AL-102, Jer- 
sey City, N. J. many 
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| HOUSE PAINT Ss. 


300 OUTSIDE WHITE 


Demonstration Kit for Builders “My best salesman for Pratt & Lambert is the product itself. 


A new demonstration kit is part of “Here’s a good example...this self-cleaning Outside White 
—— a. ome a ae Paint that stays white. The point is, my customers know it 
it tea Vallders, in conjunction with stays white when they come back for more. Better still, they’re 
the program, Armstrong is offering sev- telling their friends about it.” 
eral special services to builders. These ? : 
include a floor selector display for mod- People buy Pratt & Lambert paints and varnishes because 
ane Satta Taide’ har aie endian they know they’ll do the job. That’s why you’ll make money 
for presentation to new occupants of (and a good reputation too) when you stock, display and sell 
ag ag iieainciinteatvaneni iimaiiiaina this dependable line. Ask your P&L man or 

Splk SISts O ooring _ TY? . 

samples, color schemes and descriptive write Pratt & Lambert -Inc., 75 Tonawanda 
signs, alt mounted on an eight-foot ATT LAMBE Street, Buffalo 7, New York. In Canada: 254 
stand. The entire unit is available for & 

$20, or the builder can construct his Ni iy Courtwright Street, Fort Erie, Ontario. 
own display, following working draw- 
ings provided by Armstrong. Samples, 
color schemes and signs are offered at 
no charge. The display permits home (<I f) = 
buyers to choose their flooring patterns ad () ae A Depe ndable Name in n Point Since 1849 


from the selection shown. Armstrong > 
Cork Co., Dept. AL, Lancaster, Penna. id NEW YORK + BUFFALO ¢ CHICAGO + FORT ERIE, ONTARIO 
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Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 


sult them on your next requirements. 





Wood-Mosaic Corp., Louisville 9, Ky. 
White and Red Ook, Walnut, Poplar, Basswood, 
Beech, Cherry, Mahogany and Laven Lumber. Do- 
mestic and imported Veneers. Hardwood Flooring— 
Oak and Maple Strips and Laminated Block and 
Special Pattern Flooring. 





* Hamer Lumber Sales, Inc., Kenova, W. Va. 
Exclusive Sales Agents for 
J. P. Hamer Lbr. Co., Inc., Kenova, W. Va. 
Homer Lbr. Corp., Appalachia, Va. 
Manufacturers Appalachian Hardwood Lumber 





*Cherry River Boom & Lbr. Co., Richwood, W. Va. 


Appalachian Hardwoods, Flooring, Planing Mill 
Products. Glued Dimension. 





* Member Appalachian Hardwoods 


Manufacturers, Inc. 


always specify 
APPALACHIAN HARDWOODS 
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SALES AIDS 
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Aluminum Wall Tile Display 


A four-color card is the first mer- 
chandising aid on the new Hastings 
three-dimensional aluminum wall tile. 
The display shows an installed section of 
the tile and also illustrates its methods 
of use in bathrooms, shower rooms and 
kitchens. The tile is of fabricated alum- 
inum, with a burn, scratch and mar- 
resistant vinyl finish. The new line is 


available in 24 pastel, marbelized and 
deep-tone colors. The wall tile is called 
three-dimensional because it is installed 
on walls after a backing board has 
been installed. The three-dimensional 
bullnose trim, complete with up and 
down angles, laps over the backing 
board to give a built-up effect. Hastings 
Aluminum Products, Dept. AL, Hast- 
ings, Mich. 
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Prepackages Three Products 


Colorful display packages for Cy- 
clone’s Red Tag door mats, Red Tag 
Fiberglas screening and Red Tag alumi- 
num trellis are announced. The Cyclone 
door mats, each measuring 16”x24”, are 
packed six to a display carton. These 
also are individually plastic-packaged. 

The Fiberglas screening is precut in 
66” lengths to save costly measuring 
and cutting time. Each display carton 
contains 25 rolls in an assortment of 
various widths to meet self-service re- 
quirements by customers. 

The Cyclone Red Tag aluminum rose 
trellis is now available in an individually 
self-selling display package, which con- 
tains 24” widths in 8’ or 10’ lengths. 
Six are packed to each shipping carton. 
USS Cyclone Fence Dept., American 
Steel & Wire Div., U. S. Steel Corp. AL, 
Waukegan, III. 
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Special Offers for Hardware Week 





Reduces the Price of Two Tools 


Millers Falls Co. announces that two 
of its high-volume tools are specially 
priced to tie in with national Hardware 
Week from April 23 to May 2. One of 
the tools is the firm’s recently intro- 
duced No. 2170 Universal 5” Circular 
Saw Attachment. The attachment con- 
verts any %%4” drill into an easy-to-use 
and safe portable circular saw. Regu- 
larly priced at $14.95, the No. 2170 is 
reduced to $12.95 for Hardware Week. 

The second item offered at a special 
price during Hardware Week is the 
firm’s No. 1237 Hacksaw Frame. Com- 
plete with 10” blade, it normally lists for 
$2.50. During Hardware Week, it is 
being offered at a special reduced price 
of $2.25. Millers Falls Co., Dept. AL, 
Greenfield, Mass. 
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Kit with Three New Attachments 


Screen, wire and shade attachments 
are included in Arrow Fastener Com- 
pany’s new T-50 Multi-Purpose Staple 
Gun-Tacker Kit. Although the regular 
retail price of the new kit is $19.50, it 
is specially priced during Hardware 
Week at only $17.50. In addition to the 
gun-tacker and three attachments, 5,000 


staples (2,000 4” staples and 1,000 each 
of %”, %” and Ceiltile staples) and a 
staple ‘lifter are included. 

Now the homemaker can nail up 
screens, tack wires and repair shades in 
addition to the upholstery, carpentry, 
insulation and other nailing jobs he 
can do with the gun-tacker. The kit 
comes in a _ self-display package that 
doubles as a home tool kit. Arrow Fas- 
tener Co., Dept. AL, 1 Junius St., 
Brooklyn 12, N. Y. 
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B&D Drill at a Special Price 


Actively supporting the 1959 IRHA 
Hardware Week promotion, The Black & 
Decker Mfg. Co. is offering its 4” Util- 
ity Drill at a suggested retail price of 
$16.95. Regularly priced at $18.95, the 
drill makes holes up to 4” diameter in 
steel, 4%” in hardwood and drives hole 
saws up to 14%” in diameter. It is amply 
powered by a B&D motor to drive the 
full range of B&D attachments for 
sanding, polishing, sawing and hedge 
trimming. The Black & Decker Mfg. 
Co., Dept. AL, Towson 4, Md. 
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New Equipment 


One-Stop Shopping in a Hurry——See Card on the Back Cover 


Introduces a Lift-Dek Truck 


A new truck named the Lift-Dek is 
specifically designed for hauling lumber 
and similar loads in bundled or pal- 
letized units. The manufacturer states 
it has lowered the Lift-Dek platform as 
much as 14” below other platform 
trucks to make loading easier. The 
maker also has incorporated a special 
lift between the frame members of the 
truck to tilt the platform to within four 
inches of the ground so that loads may 
slide off without damage. The Lift-Dek 
has corrugations in the platform bed to 
permit lift truck loading with no pallets 
or blocking necessary. The Lift-Dek 
also features a half cab to permit 24’ 
long lumber to be carried beside the 
cab. Full 16’ lumber can be carried 
behind the cab. Fox Body Co., Dept. 
AL, 1109 Galena St., Janesville, Wis. 
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Announces New Warehouser 


A new Warehouser, narrow aisle, 
electric-powered lift truck incorporates 
a 24-volt electrical system. The new 
trucks are built in 2,000, 3,000 and 
4,000-pound capacity straddle-stacker 
models, all of which will work com- 
fortably in aisles less than six feet with 
normal loads, maker says. The new line 
is also built in 12-volt system models. 
The operating handles of the new Ware- 
houser, for direction control, hoist and 
lowering operations are of the pistol- 
grip type, located conveniently and 
canted at an angle which gives com- 


March 30, 


fortable wrist action in operation. 

The new Warehouser may be leased, 
rented or leased with an option to buy. 
It is priced at $5,500. The Yale & Towne 
Mfg. Co., Dept. AL, 11,000 Roosevelt 
Blvd., Philadelphia 15, Penna. 
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Moisture Detector 


A new model G2 Moisture Detector 
that quickly tests moisture in all mate- 
rials used in the building industry is 
announced. A few checks with the me- 
ter will easily detect high moisture con- 
tent lumber that causes cracked plaster, 
uneven floors, nail pops in dry wall 
construction, sticking doors, structural 
weaknesses and other defects, says 
maker. Tests wood, plaster, brick or 
concrete prior to application of paint, 
wallpaper, acoustical tile, linoleum or 
floor tile, it is said. Camera-sized and 
lightweight, the Model G2 is battery 
operated and easily carried from a neck 
strap. Price of the moisture detector is 
$90 fob factory. Delmhorst Instrument 
Co., Dept. AL, 660 Cedar St., Boonton, 
N. J. 
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Cement Block Carrier 


A carrying device designed to ease the 
job of handling cement blocks at the 
construction site is available. Made 
from 16-gauge galvanized steel, the new 
lightweight Cement Block Carrier con- 
sists of a metal ring to which a station- 
ary clamp and a movable lever-type 
vise grip are attached. Both sides of the 
clamp are faced with heavy rubber sur- 
faces to assure a secure grip on the 
block. The carrier is simply inserted 
across the webbing of the block, gripped 
firmly to engage the clamp and the 
block is ready to be carried. Releasing 
the grip releases the block. The mov- 
able section of the clamp is also ad- 
justable to three different openings. The 
unit sells for about $5. The Donley Bros. 
Co., Dept. AL, 13968 Miles 
Cleveland 5, Ohio. 
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SYMONS 
Steel Stake 


Pullout hole 
for easy 
removal 


Can Be 
Reused 
Indefinitely 


Easily secured 
to lumber— 
can be nailed 
every 1” 0.C 


“1 beam design 
drives easier, 
holds best 


Drives easily into 
hard earth. Can be 
used for practically 
any type of stake 
work, This popular 
and profitable item 
is available in 12”, 
18”, 24”, 30", 36” 
and 42” 


<> Syms 


SYMONS CLAMP & MFG. CO. 
4267 Diversey Ave., Chicago 39, Ill., Dept. C-9 


Please send complete dealer price information 
on your STEEL STAKE. 


Hi-Carbon 
Alloy Steel 
tough to bend 


Rugged point 
with minimum 


sizes, deflection 





Name 





Firm 


Address. 





City— ae 
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ARE YOU SELLING 
MILLWORK OR 
MODERNIZATION? 











Advertising a basement playroom 
will get you a lot more consumer 
attention than promoting a price 
on moulding. 

The best way to sell home re- 
modeling “packages” is to let 
HOME Maintenance & Improve- 
ment do the job for you. Every 
issue has example after example 
of “before” and “after” home 
projects. Every article refers 
readers to the sponsoring dealer. 

Try this impressive direct-mail 
magazine to build home modern- 
ization business. Complete details 
and a complimentary copy will 
be furnished free, on request. 
Published four times a year by 
American Lumberman, 


4 oO i Maintenance 
M and Improvement 


Service Manager, Room 504 





59 E. Monroe St., Chicago 3, Ill. 





New Literature 
Time-Saving Card——See Back Cover 


“Sell with Stereo” is the title of an informative booklet 
explaining the sales advantages of stereo 3-D photography. 
Stereo slide presentations, claims the booklet, are easy to 
assemble and provide the prospect with beautiful color, exact 
detail and three-dimensional views of the home or product. 
A section entitled “Easy Does It” offers the dealer helpful 
suggestions in putting together his own stereo presentation. 
For a free copy of the booklet, write to Realist, Inc., Dept. 
AL, 2051 N. 19th St., Milwaukee 5, Wis. 
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“Hazard-Free Houses.” Houses if thoughtfully designed 
can provide safe and comfortable living for all occupants, 
whether young or old, the University of Illinois Small Homes 
Council states in a new eight-page circular, “Hazard-Free 
Houses for All.” For a single copy of the circular containing 
many suggestions for building safety precautions into new 
construction, send 15¢ to Small Homes Council, Dept. AL, 
Mumford House, University of Illinois, Urbana, III. 
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Metal Gas Vent. A new 16-page catalog on the Van- 
Packer Metal Gas Vent covers construction features, typical 
installations, specifications and ordering information on the 
entire line of Van-Packer vent pipe and fittings. It is available 
in both round and oval pipe with all necessary fittings to meet 
any architectural requirement. Van-Packer Co., Div. of The 
Flintkote Co., Dept. AL, 1232 McKinley Ave., Chicago 
Heights, Ill. 
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Carved Panel Doors. A new four-page color brochure on 
the manufacturer's full line of carved panel overhead garage 
doors is available. Distinctive styles for all types of architec- 
ture are fully illustrated. For a copy of the brochure, write 
to Ridge Door Co., Dept. AL, Monmouth Junction, N. J. 

Circle No. 254 on Handy Cover Card 


Three new catalogs introduce the maker’s 1959 lines of 
lighting, ventilating equipment and related electrical products. 
“Lighting by Progress,” first in the series, describes the man- 
ufacturer’s most popular line of residential lighting fixtures. 
Another catalog, “Power-Vent Ventilating Equipment,” de- 
scribes a large line of ventilating fans, range hoods and 
Therm-O-Lite. The third catalog, “Home Lighting by Minute 
Count,” illustrates the newest ideas in budget lighting for 
economy homes. Progress Mfg. Co., Dept. AL, Castor Ave. 
& Tulip St., Philadelphia 34. 
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A new “Color Selector” describes and illustrates the Ne- 
vamar line of colorful and carefree high-pressure laminates. 
The selector also states the many features and uses possible 
for the beautifully styled novelty patterns and authentically 
reproduced wood grains in the Nevamar line. For a free 
copy of the selector, write to The National Plastic Products 
Co., Dept. AL, Odenton, Md. 
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Acoustical Products. The trend toward noise control has been 
reflected in the publication of three new pieces of literature on 
acoustical products. Entitled “Fiberglas Noise Control Prod- 
ucts,” a 30-page booklet is a comprehensive analysis of the 
availability, installation techniques and general information 
concerning the Fiberglas line. Two other publications deal with 
“Sonofaced Noise Control Products” and “Acoustical Access 
Tile.” For copies, write to Owens-Corning Fiberglas Corp., 
Dept. AL, Toledo 1, Ohio. 
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Fork Lift Trucks. Three new pieces of literature with 
information about the Allis-Chalmers line of fork lift trucks 
are available. One (BU-302A), a four-page folder, contains 
specifications of the entire line of lift trucks ranging from 
the 2,000-pound capacity series through the 10,000-pound 
capacity lift truck. Another piece (BU-452) is a wallet size 
review of some of the engineering features of the lift trucks. 
The third piece (BU-453), also a wallet size, spotlights the new 
Hefty FT, a 2,000-pound capacity FT 20-24 lift truck. Engine- 
Material Handling Div., Allis-Chalmers Mfg. Co., Dept. AL, 
1126 So. 70th, Milwaukee 1, Wis. 
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ALWAYS AHEAD OF THE FIELD! 


Today's GREATEST Improvement in 


Aluminum Siding... 


4. NEW IMPROVEMENTS FOR 
PRODUCT BETTERMENT! 


0 New! Copper-Seal Finish 


Protection where the Eye 
Can't See! 


@ New! pre-punched Nail Holes 
The applicator’s delight... 


Easy Installation! f ' 


WREATHER-TIGHT... 


© New! Factory-Notched Ends 


Saves on-the-job cutting. 
Saves Labor, Time and Costs. e BLUE e GREEN e WHITE 


© New! Weep-Holes 


Completely minimizes condensation. 


Available in a large variety of 
BEAUTIFUL FIRE-BAKED COLORS | 


e PINK e GRAY e BROWN 
e YELLOW e DARK GREEN 
e IVORY e DARK GRAY 

CORAL e BARN RED 


MAKES OVER 500 COLOR COMBINATIONS 


For a complete line of Aluminum 
Siding always ask for KOVER-LUM! 


KOVER-LUM Vertical . . Fulfills 
architects’ latest designs. 





a Ss Ss 





WITH OR WITHOUT BACKER BOARD 


A FULL LINE OF SALES AIDES... 
AD MATS, BROCHURES, SLIDES, PRICE 
LISTS, AND A COMPLETE “PITCH-BOOK” 
DESIGNED TO SELL! 


= 
KOVER-LUM Insulated , , , 


With weatherboard attached 
. » + bonded into ONE piece 
ready to nail! 


KOVER-LUM Embossed, , , For 
strength. Excellent for hail- 
storm areas. 

KOVER-STONE, . . Genuine IN. 
DIVIDUAL pre-cast stones... 


Covers any surface. 


SALES COME EASIER WHEN YOUR SIDING IS BETTER! 


CALL, WRITE OR SEE US AT 


U.S. ALUMINUM SIDING CORP. 


10551 ANDERSON PLACF 
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FRANKLIN PARK, ILL. 


Gladstone 5-7200 
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American 


Lumberman 


Classified 
Advertising 





Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 


allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN, INC. 


59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 








HELP WANTED 








HELP WANTED 








MACHINERY WANTED 











Wonderful opportunity for good salesman to 
sell builders’ hardware and specialties to 
jumber yards in established territo for 
largest d butor on the East Coast. Gener- 
ous draw against commission. Yearly earn- 
ings excellent. Reply Box No. F-42 Ameri- 
can Lumberman, Inc. 





Assistants to Lumber Department Managers 
in several progressive medium sized retail 
yards in Central California, forty minutes 
from State Capital. Integrity, experience, 
and sales ability will provide excellent op- 
portunity in long established firm of top 
reputation. 
Auburn Lumber Company 
Auburn, California 





HARDWARE MAN WANTED 
Excellent opportunity with established — 
gressive Tucson, Arizona lumberyard. Req- 
uisites are experience in contract hardware, 
tracts, estimating, and banger» a 
key position and applicant should have good 
sales record and rsonality. Compensation 
7. Send complete information. Lumber 

istributors, Inc., 970 South Cherry Ave. 
Tucson, Arizona, or telephone I. Manspeaker, 
Main 44451. 





IN CALIFORNIA, wanted an experienced 
LU-RE-CO or prefabricated construction 
Foreman or Superintendent. Expanding op- 
portunity offered to a good man in this 
new department of a good lumber company. 
Located in the best part of California. Write 
full information. 
Auburn Lumber Company 
Auburn, California 





Washington representative wanted for pro- 
motional work with governmental agencies. 
Must be intelligent and industrious and have 
had successful experience in building mate- 
rials including lumber and millwork. Reply 
to Box No. G-52 American Lumberman, Inc. 





YARD MANAGER WANTED 

Are you ready for a larger management 
position? Would you like forward looking 
top management willing to back your crea- 
tive merchandising ideas? Have you studied 
the modern techniques for profitably man- 
aging a diversified retail lumber business? 
If you can qualify, we have two branch 
yard management openings that can pay you 
eight to twelve thousand dollars your first 
ae Liberal profit sharing plan assures 
right future for hard worker. Replies con- 
fidential. Our present employes know of this 
ad. — Box No. G-45 American Lumber- 
man, Inc. 


WANTED: Moulding and Cutstock Plant As- 
sistant Superintendent. Long experience all 
phases moulding manufacture, such as, ma- 
chine set-up, maintenance, quality and cost 
control realization. Need rec knowledge 
cut-to-length production and finger-jointing. 
Relocate Albuquerque. Write giving full de- 
tails experience references. Box 1694 Transit 
Remanufacturing Corporation, Albuquerque. 





SITUATIONS WANTED 








Wanted position as factory representative or 
wholesale salesman. Location desired North- 
ern California or Southern Oregon. Eleven 
years experience running Building & Plumb- 
ing departments in Department Stores. 
Write Box G-53 American Lumberman, Inc. 





SALES REPRESENTATIVE 
WANTED 





Nationally known door lock manufacturer 
selling to lumber, building material and 
hardware trade has openings for established 
commission sales representatives in choice 
protected territories. Address Box F-47 
American Lumberman, Inc. 





Wanted—Manufacturers Representative to 
sell complete line of shakes, shingles and 
shingle panels. State area in which you now 
sell and the type of trade you call on. Write 
with full details to Kraus Shingle Panel 
Corp., 2210 Maple Road, Williamsville 21, 
New York. 





Manufacturers Agents now calling on lum- 
ber, building material and hardware trade 
to handle our new improved mitre box for 
use with any ordinary cross cut saw. Exclu- 
sive territories can now be arranged. Give 
details as to your coverage. W. A. Gerrard 
Company Inc., 4400 Lyndale Avenue North, 
Minneapolis 12, Minnesota. 





Manufacturers Reps wanted—All territories 
—to sell imported wood louvered and Shoji 
shutters—Philippine mahogany folding doors 
and Shoji floor screens to retail lumber 
yards. Write for full particulars also advis- 
ing lines now carrying. 
Jencraft Manufacturing Company 
Market Street 
E. Paterson, New Jersey 





Small Northern Michigan company has op- 
feet a for experienced man in retail 
uilding material sales, as second man in 
yard with management position if qualified. 
os Box G-54 American Lumberman, 
ne. 





Fast Growing Chain Retail Building Mate- 
rial and Services Concern needs aggressive 
managers—assistant managers—floor sales- 
men—outside salesmen—office managers— 
dispatchers. New Jersey. Address Box G-55 
American Lumberman, Inc. 


Salesman, currently calling on Lumber 
Yards, to sell all sizes filigreed birch panels. 
All territories open. Liberal commissions. 
3 . Co., 227 Eagle St., Brooklyn 





TO EMPLOYED SALESMEN 
If you sell lumber dealers and can carry a 
second line or sideline, we have some terri- 
tories open that may equal or surpass your 
present income. Give complete details. Ad- 
dress Box G-56 American Lumberman, Inc. 
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MACHINERY WANTED—Four Side Planer 
or Sticker, 12 inch or larger. Location, con- 
dition, model quote. C. G. HENDRICKS 3522 
W. LINDEN PLACE, MILWAUKEE, WIS- 
CONSIN. 





BUSINESS FOR SALE 











FOR SALE 
Yard in eastern Nebraska town, located in 
rich farming community. Comparatively 
small investment will handle. Owner wishes 
to retire. Address Box G-44 American Lum- 
berman, Inc. 





FOR SALE: Lumber, Building Material, 
paint and hardware, small Alaska town. 
Grossing average $100,000—2 buildings, good 
inventory, going concern, Excellent uy, 
some financing available. Address Box G-51 
American Lumberman, Inc. 





YARD FOR SALE 
Retail Lumber, hardware and coal yard in 
Northern Kentucky. Coal conveyors to dump 
truck. Good profitable yard. Been in busi- 
ness for 40 years. Will inventory. Address 
Box G-57 American Lumberman, Inc. 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO 


119 North Fourth Street 
Minneapolis 1, Minn. 





Large 3” Plastic Reflectors. Ideal for Yard 
Protection. Will not rust. Available 2 for 
$1.00 postpaid. Dealer inquiries invited. Ad- 
dress Box G-49 American Lumberman, Inc. 





MACHINERY FOR SALE 








Ross Straddle Carrier Md. 70 5 ton good cond. 
Band Saw 64” wheels 8” saws. 

Knight Carriage 4 blks. 20-36’ long. 

No. 1 Boss Timber Surfacer size 30” x 16” 
Bishop Lbr. Co. 2315 N. Elston, Chicago, Ill 





SEE HANDY 
COVER CARD 
FOR FAST 


INQUIRY SERVICE 





“Have You Overlooked This”’ 


The following manufacturers were carried in the March 16 issue 
of American Lumberman & BPM and are again listed with their 
inquiry numbers for your convenience. Use the Handy Cover Card 
for more information. 


Acme Steel Co. 
Sears information on “Know Your Acme Idea Man.’ 


Butlders Digest of Facts about Aluminum Siding available. 
American Screen Products Co. 
Write for information on new door bumper in every HANDI-PAK. 
Andersen Corporation 439 
Information available on extra sales and profits. 
Anderson Tool & Mfg. Co. 
Utility knife territories open for dealers. 
Bennet! -Ireland Inc. 
Learn why “Benefire” 
Bennett Mfg. Co., Richard : 
Offers profit ideas on at saw. 
pera 0., 


ite 
Dealer aids make Bostitch profits big. 
Bunyan Lumber Co., The 
Calumet Steel Div. Borg Warner Corp. 

Two important reasons to sell stee ‘fence posts. 
Caradco, Inc. 


Offers extra business through consumer and builder arene 
e 


Celotex Corp., 
Manufacturer gives “Life of Building’ guarantee on product. 
Chevrolet Div. of General Motors 391 
Read about the many olus values in new truck line. 
Clarke Floor Machine Co. 


Write for details on the 50 items in the building products line. 
Colorado Fuel & Iron Corp. 44 


Colorful insert details advantages of fencing, nails and steel oe. 
380 


Continental Steel Corp. 
Send for new “Sales Helps” 
Cupples Products Corp. 
Curtis Companies, Inc. 
Manufacturer offers many sales helps for window line. 
Dexter k Div 
Dicks-Armstrong- Pontius, Inc. 
ae ane: -Sealing products are good sellers, 


Durkan cme 


Dur-O-Wai 
Erickson we ‘Lift “Trucks, Inc. 

Catalog offered covering advantages of lift truck. 
Evans Rule Co. 
Exchange Sawmills Sales Co. 
Firestone Tire & Rubber Co. ... 
Formica Corp. 

“How to Make Money with Formica” booklet offered. 
Georgia-Pacific 
Gilbert & Bennett Mfg. Co 

Manufacturer offers free. mats and posters to dealers. 
Goshen Mfg. Co 

36 page catalog on outdoor line free for the asking. 
Habitant Fence, Inc. 
Heyer Mfg. & Sales 


Sales advantages of new | picnic table frame available on request. 
08 


Homasote Co. 
Inland ~~ 3 Products Co. 
Insulite 
Facts aan ‘aiveniues on new ceiling tile line. 
Johns-Manville 
Kaiser Aluminum & Chemical Sales 
Corrugted aluminum roofing with special sales features. 
Kellogg and Sons, Inc. 
Keystone Steel & Wire Co. 
Linseed Oil Products 
Lockwood Hardware Mfg. Co. 
Details available on hammer-in fastening for profit. 
Lord and Burnham 


426 
Gualtt lumber manufacturer offers prices and specifications. 
Lu 398 


in Rule Ce., e 
Manufacturer offers money-making display & basic inventory. 
Macklanburg-Duncan Co. 
Full line of specialties make for more dealer profits. 
Masonite Corporation 
Massey-Ferguson Industrial Div. 
Utility tractor features & specifications available from mfr. 








REDUCE delivery costs. 
UNLOAD a LOAD or HALF LOAD at a time 
with an 
R-B ROLL-OFF 
truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 
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Mauk Seattle Lumber Co. 
Midland Co., The 


Minneso  ~ & g. 
National Cash Re ister Co., The 


Accounting machines featured “that save dealer money. 


National Gypsum 


0. 
Features new asbestos shake with a competitive price. 


Neils Lumber Co 
Pacific Lumber Co., 


Offers literature on architectural quality redwood. 


Parker Hardware Mfg. 


orp. 
Write for catalog = de, nomena hardware specialties. 


Pickering Lumber 
Features quality 
Pittsburgh Piate 


For a series of pg = paint promotion, write manuigeturer. * age 


Ponderosa Pine Woodwork 
Republic Steel Corp 


rite to learn more —— hollow metal doors & frames. 
Co. 


Richards-Wilcox Mfg. 


“Door Hardware” catalog covers full line of dealer needs. 


Ruberoid Co., The 
Company offers mai 
Rubberset Company, 
Features full 40% profit on special deal 
Sargent & Co. 
Security Companies 
Sensenich Corporation 


Hard maple counter tops featured for every kitchen project. 


Skil Corporation 


New power saw une literature available from manufacturer. 
oO. 


Southern Screw 


Learn how to put consumer sales-power to work for you. 


Southwest Lumber Mills, Inc. 
Teco-Plywood Group 
Union Lumber Co. 


Tells how to increase sales with new redwood siding. 


United Plastic Products Co. 


vibrepos pangis offering in variety of color & sizes. 


Waddel 
Ware Laboratories, Inc. 


New facts available on Wareco aluminum awning windows. 


Warp Brothers 


Offers all features on easy to sell polyethylene sheeting. 


Welsh Plywood Corp. 


Write for facts on rn paneling with sales personality. 


Weyerhaeuser Sales 
Manufacturer offers ‘ 
Winter Seal Corp. 


Learn about the new Side Master Aluminum Prime Windows. 


Wisconsin-Michigan Group 
Wrought Washer Mfg. Co. 
Yale & Towne Mfg. Co., The 


Offers information on new line of bathroom accessories. 


ADVERTISERS’ 


INDEX 





Al-Chroma Paint Co., 
Allied Chemical Corp., 

Barrett Division 
Aluminum Co. of America 
American Floor Machine Co., 

Div. of American-Lincoln Corp. 
American Steel & 

Div. of U. S. Steel 
Appalachian Hardwoods 


Barrett Division, 
Allied Chemical Corp. 


Campbell-Hausfeld Co., The 
Certain-teed Products Corp. 
Cherry River Boom & Lbr. Co. 
Columbia-Geneva Steel Div. 


Formica Corporation, 
Sub. of Cyanamid 


Georgia-Pacific 
Graham & Co., Inc 


Hamer Lbr. Sales, Inc. 


Independent Lock Co. 
Inland Steel Products Co. 


Leigh Building Products, 
Div. of Air Control Products, Inc. 


Menominee Indian Mills 
Minnesota Mining & Mfg. Co. 
Miracle Adhesives Corp. 
Muller Machinery Co., 


National Manufacturing Co. 


Plumb Shop 
Pratt & Lambert, Inc. 


R-B Co., T 
Ridge Tool Co., 


Safe Padlock & Hardware Co. 
Sterling Corp., John 
Symons Clamp & Mfg. Co. 


Tarter, Webster & Johnson, Inc. 
Tennessee Coal & Iron Div. 
Trinity White Cement 


U. S. Aluminum Siding Corp. 
U. S. Steel Corp. 
U. S. Steel Export Co. 


Weiser Company 
Wood-Mosaic Corp. 
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Management Workshop-In-Print 


FROM 








99 WAYS TO SELL AT A PROFIT AGAINST CUT-PRICE COMPETITION 








* Fifth of a series 
Talk Dollars and “Sense” 


Rule 55. Interpret costs in terms of the usefulness of the 
better product as contrasted to the usefulness of the poor 
product. 

Rule 56. Get out a pencil and paper and interpret the 
quality features of your merchandise and services in terms 
of dollars and cents benefits to the buyer. Put the buyer 
on the defensive if he mentions discounts from competitors. 
Ask him “discount from what?” The net price is the only 
one that really counts. 

Rule 57. The buyer is sure to be interested in the re-sale 
value of his property. Get him to admit that the high 
quality building materials have a very constructive effect 
in closing the sale of his property and getting a good price 
for it. 

Rule 58. Emphasize that quality materials always outlast 
poorer stuff and that the cost over the period of use is 
less for the better quality. Besides the buyer enjoys the 
better quality throughout his life. 

Rule 59. Get every bit of information available on how 
to cut your customer’s cost without sacrificing value. Be- 
fore you know it, you may have a competitive price advan- 
tage! 

Rule 60. Lay your company’s statement on the line. 
Show the few cents of net profit per dollar sale. Qualify 
the buyer as to the reasonableness of your profit and then 
prove the efficiency of your cost. 

Rule 61. Sell the results of the purchase. Talk cost and 
satisfaction to the buyer after the sale and delivery of the 
product or service. Point out the superior efficiency of 
your product or service in terms of longer life and more 
current satisfactions. 

Rule 62. Know every cost involved in your company’s 
products or service and be prepared to justify each cost 
in terms of the buyer’s interest, then all you have to sell 
is the reasonableness of your profit. Weigh each and every 
cost against the benefits it produces. 

Rule 63. Discuss different items in the specification and 
show how the economy of use makes up the difference in 
price (Coal saving in full thick insulation). 

Rule 64. Discuss inflation and the great increase in all 
kinds of costs, then show that building materials haven't 
increased anywhere near as much as other costs. “Barbers 
today are getting $1.75 for 15 minutes work”. Point out 
that the best hedge in the world against inflation is in- 
vestment in real property. Warn that prices may go higher. 


For data on 
products in 
this issue... 





Doe 


Rule 65. If you and a competitor are quoting on an iden- 
tical specification, try to enlarge, subtract or modify some 
of the items to avoid an exact basis of comparison. 
Rule 66. Try to add insulation, erection or construction 
labor to the specification. If you sell the package installed 
or erected there is no basis of exact comparison because 
no two workmen would do exactly the same job in the 
same number of minutes and hours of time. If you insist 
on packaging the complete purchase at a single price the 
buyer will know the total cost to him of the entire project. 
He can seldom build this price himself from unit prices so 
he will very much appreciate your pricing the complete 
project for him. 
Rule 67. Lig into the financing problems with the cus- 
tomer. The key to a service that will clinch the sale of a 
profit to you may be in solving his financing problems. 
Rule 68. If the prospect is a property owner, get out to 
his property. You will find that this opens up a whole 
new area for productive suggestions and winning sales 
talks. While at the property make a survey of every pos- 
sible need for improvement, both exterior and interior. 
Forms are available for the purpose. Thus you will have 
no difficulty in changing the basis for price comparisons. 
Rule 69. Grade up the buyer to the highest known qual- 
ity if you are quoting on anything less than that. He may 
not know there is something better. This has closed many 
a sale. 
Rule 70. Be flexible. Make a switch to adjust your quan- 
tities, qualities and services to something different than 
competition and then re-figure the basis of your changes. 
Rule 71. Change the terms of the sale. Suggest install- 
ment payments and point out how little per month is the 
difference in price between you and your competitor if 
figured on the basis of per month or per day. 
Rule 72. Try pre-cutting in the yard or yard fabrication 
of some of the items on the buyer’s specification. Then 
quote on the fabricated units instead of on the basis of ma- 
terials. 
Rule 73. Re-figure your delivery cost from a time and 
quantity viewpoint. Could you build small loads up to 
truck loads and truck loads up to carloads? Could you 
ship some of the materials direct from the mill or ware- 
house without putting them into inventory, and in such 
(continued on next page) 


See and Use Handy Cover Card jive |, 
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Tried and Tested Selling Sentences That Point Up the Economics of Good Buying 


“There is a natura! law that is rarely broken—you always 
get just about what you pay for”. 

“Building material prices are not high. They haven't gone 
up anywhere near as much as automobiles and food”. 

“Repair costs alone will probably eat up more than the 
difference in price—let alone the annoying inconvenience of 
having to call in the repairman”. 

“Few buyers realize the fallacy of buying in discounts. I'll 
give you 50% discount if you want it. Discount from what is 
the real issue. Wise buyers always find the net price”. 

“Just a few dollars more per month will give you a com- 
plete job. Why not have all the work done at once and save 
yourself the annoyance of being torn up again?” 

“The fact that most home owners do not have the slightest 
knowledge of sound construction practices and are without 
professional guidance is, of course, the main reason for buy- 
ing on price alone. They think only of the first cost, repenting 
their folly at leisure when the repairing and maintenance bills 
roll in”. 

“Most experienced buyers of building materials shy away 
from the lowest bid. They know they'll get just about what 
— for in the end.” 

“There can only be one result when such a procedure is 
followed and that is shoddy construction or unsatisfactory 
building practices which eventually cost the home owner 


manner, lower your cost and adjust your price? 

Rule 74. Seek out some extra services to add to your 
proposal, either those that will cost you money or some that 
do not. These thoughtful things, if done graciously, will 
make a friend of the buyer—and friends seldom chisel on 
your price. 

Rule 75. If you have tried all of the above and still can’t 
close the order, look at each item on the specification and 
see what you can do to it to lower the quoting price. For 


rea 


They use cheap roofing 

They use an inferior grade of lumber 

They skimp materials (using three nails where five should 
go, etc) 

They skimp construction (spacing joists and studding 24 
inches instead of 16 inches) 

They leave out certain vital items (bridging and bracing) 
They use lightweight felt and paper 

They use erroneous specification terms 

They use undersize window and door frames 

They skimp the thickness of the plaster 

They use plaster bases that cause cracks 

They use flat grain instead of quarter sawed flooring 
They use low-grade siding 

They use inferior paints and put two coats where three 
should go 

They use soft wood where hardwood should be applied 
They cheat on the thickness of insulation 

They have too few electrical outlets 

They use the inferior gauge of electrical wiring 

They use lightweight pipe and fittings 

They install undersize, inferior furnaces 

They use antiquated plumbing fixtures 

They use second-grade hardware 

They use obsolete heating equipment 

They leave kitchen and bathroom walls unprotected. Tile 


Bese at 


46 WAYS TO CHISEL IN LOWERING THE COST OF A NEW HOME 


many many dollars more than the so-called ‘saving’ which 
resulted from buying from low price bidders.” 

“Do you happen to know the Smiths who live out your way? 
They have been steady customers for years and Mr. Smith 
is the purchasing agent for Blank Wholesale Drug Company. 
If anyone knows how to get value for the money, he does.” 

“You want to know exactly what you are getting, don’t 

you?” 
“When you buy at the lowest price it is vitally important 
to have every single detail understood in writing. You can be 
sure the low price seller won't deliver anything that isn’t down 
in writing.” 

“Suppose you want to sell your property a few years hence. 
Do you realize how much quality in building products can 
add to the selling price and how poor quality would lower 
the selling price of your property, or even block your sale? 

“Our price policy has three qualifications: (1) It must give 
high value for the price asked (2) it must bring you back 
to us again and again because our prices are right, and (3) 
it must carry a reasonable profit for us. Isn’t that the way 
you'd price your own goods or services?” 

“Every dollar you invest in needed improvements adds 
$2.00 to the resale value of your property—so you can see 
the project we propose really pays for itself.” 


example, short lengths instead of longer specified lengths 
might reduce the price as much as $10.00 per thousand. 
Perhaps you have an item of weathered stock on which you 
are willing to make a concession. Look at each item from 
the viewpoints of cost saving to the customer and switch- 
ing the basis of competition. 

Rule 76. (Use an incentive to the salesman to close at a 
profitable price against an actual cut price. A percent or 
two extra bonus for such good salesmanship is well earned) 


is not used 

They cheat on the decorative trim 

They construct a unit with less floor area than required. 
Sometimes even with fewer rooms 

They install inferior sheathing 

They eliminate one or more windows 

They substitute cinder blocks for more adequate, specified 
materials 

They fail to supply gutters, downspouts and splash boxes 
They pour footings and foundations which are some- 
times less than one-half the required depth or thickness 
They fail to supply specified driveways, walks and ga- 
rages 

They fail to grade the lot or landscape it 

They use smaller dimension lumber in floor and frame 
supports than specified 

They fail to encase stairways and to provide risers on 
stairways 

They fail to waterproof basements or to provide necessary 
drainage facilities 

They fail to supply weather stripping 

They fail to supply furnace jackets 

They use inferior siding 

As much as 20% can be chiseled from the right price of 
a $12,000 house by such practices! 
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ADVERTISEMENT 


Summer Lawn and Garden 


Best Selling Pruner 


Gardener’s handiest tool 


Horticulturists, 
landscape men and 
down-to-earth garden- 
ers all swear by the 
SNAP-CUT No. 119 
anvil type pruner. 
This has always been 
the most practical 

pruning tool. Tray 

packaged with plenty 

of how to use infor- 

mation, these pruners 

are packed 6 to a 

counter display. Each 

pruner has a_hard- 

wood dowel so the 

consumer can actually test this tool before 
he buys. This is always a big spring and 
summer seller. Seymour Smith & Son, Inc., 
Main Street, Oakville, Connecticut. 


Circle No. 483 on Handy Cover Card 


Patio-Garden Bells 


Big Summer Item 


Suggested 
Retail 


$7.49 


Rings the bell for all those outdoor get-to- 
gethers. Perfect for barbecue, patio, porch, 
tool shed, summer camp, or for rounding 
up the children any time. Gleaming, pol- 
ished, solid brass. All year "round seller. 
Good luck horse shoe bracket in satin 
black. Bevin Bros. Mfg. Company, East 
Hampton, Conn. 


Circle No. 484 on Handy Cover Card 


Handy Mason’s Line 
Hanks or balls 


Here’s a_ real 
spring and sum- 
mer money mak- 
er. This handy 
cord has dozens 
of uses: Mason’s 
line, chalk line, 
layout line, awning cord, blind cord, indoor 
clothesline, fish stringers, balance cord. 
Display packaged, white or yellow, braided 
cotton or 100% nylon. King Cotton Cord- 
age, 105 Duane Street, New York 8, N.Y. 
Circle No. 485 on Handy Cover Card 


Nylon merchandiser 
Puts you in the nylon rope 


business fast . . . low cost 


This is a com- 
plete nylon rope 
department only 
24 inches high 
and less than 1 
foot square. Rope 
sizes are '%”", 
%4e”, Y%” and 
46” with your 
choice as to size 
assortment. Dis- 
play rack is free 
with your order 
for four or more 
spools of 100% 
Nylon Rope. This 

is a highly profitable item. King Cotton 

Cordage, 105 Duane Street, New York 8, 

N.Y. 
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Joy to use grass trimmer 


{utomatic tension bar 


Most popular type 
of grass shear be- 
Suggested cause it’s so easy 
Retail 


$2.75 


to use, stays sharp, 
and tension is al- 
ways right. These 
SNAP-CUT 
Shears have color- 
ful orange plastic 
grips and a hang 
tag that tells cus- 
tomers all about 
\ it. Beautifully 
” packaged. Ask for 
SNAP-CUT 1207 
Grass Shears. Seymour Smith & Son, Inc., 
Oakville, Connecticut. 
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Metal handle hedge shears 
High style, low price 


These SNAP-CUT No. 354-9 hedge shears 
are new this year. Handsomely styled for 
real consumer appeal they are priced below 
other shears of the same quality type. 
Patented keeps 
blades in proper tension for best cutting 


“tension bar’ actually 
and also acts as a shock absorber. Cutlery 
steel 9” blades with serrated and hardened 
edges and precision ground bevels. Sug- 
gested retail $6.95. Seymour Smith & Son, 
Inc., Oakville, Connecticut. 
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pecials 


Home Size Roller 


Good volume number 





This Ohio Home Size Lawn Roller was 
made with the volume market in mind. 
Just right size and weight for average 
lawns, Easy to operate, weight adjusted by 
using either water or sand. Filler plug is 
non rusting brass, drum edges are rounded 
to prevent turf harm, self cleaning with 
adjustable scraper blade, plain bearings, 
one piece tubular steel handle. Sparkling 
2-tone paint job. Ohio Machine Products, 
Inc., P. O. Box 1042, Church Street Station, 
New York 8, N. Y. 
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Starter Cord 


Tough. long lasting 
100% Nylon 


You'll get calls 

for this. Tough- 

est, longest last- 

ing, best sell- 

ing starter cord 

Bubble packed 

4 cords on 

a handy per- 

forated display 

card. Solid braid, 100% Nylon, size No. 6, 
16 inches long. For either regular or rewind 
starters. For do-it-yourself or for dealer 
service stations. John H. Graham & Co 


Inc., 14 Thomas St., New York 8, N.Y 
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TO GET MORE 
INFORMATION 

ON ANY OF THESE 

LAWN & GARDEN SPECIALS 
JUST CIRCLE THE 

NUMBERS ON 

THIS CARD 
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FLUSH PULLS 


You don’t have to open boxes to be sure of what’s in- 


o 

No vessinl side when you sell National of Sterling. Your clerks— 
and customers—know at a glance what’s in stock. 

National’s bright blue Picto-Graphic labels tell exactly 

what’s inside—what item, what size, what finish. That’s 


‘ . * 
what S inside why so many dealers are joining the swing to National 
of Sterling. It’s decimal packaged, too, 
4 WITH NATIONAL’S PICTO-GRAPHIC for easier inventory control. 
CARTON LABELS 


WRITE FOR FREE CATALOG TODAY 


iia @ 


> 
ee 


NATIONAL MANUFACTURING CO. ~<%* 


11921 First Ave., Sterling, Illinois 
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